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Rough Proofs °o-orrut CAREER ENDS 


Mrs. Roosevelt seems surprised to 
learn that products are sold at vary- | 
ing price levels. That’s something | 
the old-fashioned bargain-hunter | 
discovered a long time ago. 


- Ow 


An advertiser addresses his mes- 
sage directly to “Married Women.” 
That should get all of them, for 
every daughter of Eve is either 
married, has been married or hopes 
to be married. 


vgvsey 


Senator Connally of Texas is 
quoted as wanting to know, “in the 
name of Tom Hill,” what the army 
has done with all its money. He 
may be sued for libel, for every 
Texan swears by the name of Sam 
Hill. 


Capt. W. H. Fawcett 


-. = 


That Time story about “Gruss and W H F tt 
Kuss” would be a lot more inter- . . awce | 


esting if they had explained the 


mysterious diss aranc b . 
Lane weat’cmes "| Magazine Head, 
vgf¥sey 


- 
Now that Norman Bel Geddes has Dies on Coast 


become an expert in publication de- 
sign, he may expect to hear the oft | 
repeated comment, “It’s beautiful, 
but it’s not the type.” 


ante During Week 
Packard is using some advertising | _ Hollywood, Feb. 8.—Wilfred Ham- 
space to reach star salesmen for | ilton Fawcett, publisher of a dozen 
other makes of automobiles. The | ™agazines, 
slogan for this campaign may be, = a cage dl mo os a 
“Ask the man who’s sold one.” ng, died of a heart attac 
in a local hospital yesterday. 
Funeral services will be held in 
|Minneapolis Monday. His 
Some people are gluttons for pun- | began with a heavy cold contracted 
ishment. After having striven with | While en route here from New York 
indifferent success to teach people |three weeks ago. He was 55 years 
how to pronounce Nestlé’s, this ad- \° a F tt 5 the steak te ee 
vertiser is introducing the even Er. FAwcets Sol His start in we 
more complicated Nescafé. publishing field shortly after the 
World War when he launched Capt. 
Billy’s Whiz Bang and found him- 
|self with a fortune. He expanded 
The juvenile audience to which | his activities until at his death his 
Gillette is now addressing its mes-| list of publications included the 
age will react like the wayfarer | Fawcett women’s group, comprised 
who was asked to change a $20 bill:|0f Hollywood, Motion Picture, 


>, - 
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Heavy Toll Levied 
Among Advertising Men 


the most famous of 


illness 


PRESIDENT ON AIR 


Traces History 
of Guarantees 
of “Good House’ 


Originator of Plan Testi- 
fies in Spite of Objec- 
tions 


New York, Feb. 7.-—— The Federal 
Trade Commission’s case against 
Good Housekeeping had an unex- 


pected airing here today when A p B lj d 
Hearst Magazines, Inc., began its e eve 

defense. Hearings had been ad- 
journed since mid-December, and 


following today’s single session, will {W Be Weakening 


not be resumed for several weeks. 
Lone witness on the stand today 


was Richard H. Waldo, now presi- R k 
dent of McClure Newspaper Syndi- on ro erage 
cate. A former business manager 
Holds Conferences 


of Good Housekeeping, he testified 
concerning early beginnings of the : glee 

with Commission at 
Washington 


B. C. Heacock at the microphone. 


testing and guarantee system to 
which the FTC objects. 

The Hearst defense was scheduled 
to have gotten under way a week 
and a half ago. Trial examiner| New York, Feb. 8.—What was 
Charles F. Diggs was taken ill on| generally regarded here as a con- 
the eve of the resumption of pro-|flict between the legalistic view- 
ceedings. Because Mr. Waldo ex-|point of attorneys for the Great 
pects to be out of town by the time Atlantic & Pacific Tea Company 
the examiner has recovered, a spe-|and_ the practical merchandising 
cial session was held today with a|considerations which guide the 
substitute trial examiner presiding. |chain’s buying staff this week left 

unsolved the dilemma in which the 
The Commission Objects company found itself following a 

Mr. Waldo’s testimony concerning | PTommuncement more than a fort- 
the history of the magazine’s sys-| night ago that it would no longer 
tem of issuing seals and guarantees|40 business with manufacturers 
was entered on an already volumi- | Selling through brokers. 
nous record only over the strenuous| Pending a clarification of the A&P 
objections of James L. Fort, in|position, the chain’s buyers were 
charge of the prosecution for the|proceeding with their brokerage 
FTC. dealings as formerly. At the same 

Mr. Waldo said that he joined the | time, Apvertistnc Ace learned, A&P 
magazine in 1905, and that he was officials have been conferring with 
“the father of Good Housekeeping the Federal Trade Commission in 
Institute.” The objective of its| Washington in an effort to formu- 
establishment, he testified, was “to|late the company’s future policy. 
make Good Housekeeping advertis- | Representing the chain were D. T. 
ing as dependable as U. S. cur-|Bofinger, a director of the company, 
rency.” and W. P. Wehman, of the Atlantic 

By 1906, he found his idea to be |Commission Company. 
practical, and a moneyback guaran- Ultimatum Backfires? 
tee was instituted. An engineer 
and two home economists were 
hired to take charge of the testing. the FTC staff would discuss the con- 
Advertising was frequently rejected ferences, it was indicated that the 
for failure to meet standards, and|chain has assured the commission 


Annual Report 


of Caterpillar 
Goes on the Air 


President Heacock 
Analyzes Document for 


Although neither A&P counsel nor | 


Thanks for the compliment. Movie Story Magazine, Romantic 
| Story, Screen Life and True Confes- 
sions; the Fawcett men’s group 
;comprised of Daring Detective, Dy- 
namic Detective, Startling Detective 
Adventures, also Mechanix Illus- 
trated. 


7, wy 


The Roosevelts are smart people. | 
Theodore Roosevelt III has just up- 


held the family tradition in impres- 


ive and convincing style by marry- | 


ng a beauty from Louisville. 
~~‘? 


There’s every reason why the 
1k trade should follow Harper’s 


example and offer trade-ins of old | 


dels. Almost any author's sec- 
nd thoughts are better 


vg¥seey 


Confucius say reason politicians 
n't advertise more, they like much 
etter spend other people’s money. 


vgvseey? 


Babe Ruth knows now that he has 
really retired. They’ve 

nting his birthday stories every- 

ere except in the sports pages 


~~ eS 


f baseball clubs are organizing 
their southward treks, can spring be 
r behind? 


Copy Cus. 


started | 


Started in Minneapolis 


Robbinsdale, a suburb of Minne- 
apolis, was the scene of Mr. Faw- 
cett’s first publishing ventures. Five 
years ago he moved the business to 
Greenwich, Conn. 

Surviving Mr. Fawcett are his 
| widow, Frances; daughter, Vivian, 
and four sons, W. H. Jr., Roscoe, 
Roger and Gordon. A brother, Ros- 
coe, who had been associated in the 

(Continued on Page 8) 
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Good Housekeeping helped clean up 
a situation in which “caveat emp- 


tor” was the rule. 

The guarantee, he said, was actu- 
| ally written by readers of the maga- 
zine who were paid five dollars for 


cent with the FTC order. The con- 
ferences this week were described 
as an attempt to determine whether 


line with Robinson-Patman require- 


of its intention to comply 100 per | 


the current procedure of A&P is in| 


jeach usable suggestion. Dr. Harvey | ments. 
|W. Wiley, who framed the Pure The announcement regarding the 
(Continued on Page 29) (Continued on Page 30) 


Last Minute News Flashes 
Broadcast Music Goes Into Action April 1 


New York, Feb. 9.—Broadcast Music, Inc., will start service to sub- 
scribing stations April 1, it was learned here today following a directors’ 
meeting which declared the new organization now operative. Stock 
subscriptions and license agreements aggregating $1.150,.000 have been 
received, with the sum expected to reach $1,500,000 by April 1. 


Donlin Succeeds Moses with “American Weekly” 

Chicago, Feb. 9.—J. J. Donlin has been appointed Western manager 
lof Trade Extension Division, The American Weekly, effective Feb. 17. Mr. 
Donlin succeeds Lionel B. Moses, who leaves after 12 years to join Bel- 
nap & Thompson, Chicago sales promotion agency. Mr. Donlin joined 
The American Weekly in 1931. 


Ford Dealers Offer $6,000 to Used Car Buyers 


New York, Feb. 9.—Cash prizes aggregating $6,000 will be paid to 
used car buyers in New York, Washington and Baltimore by the Ford 
Dealers Advertising Fund, newspaper copy announced today. The con- 
test, adapted from one used in Chicago last summer, will open February 
11 and continue for four weeks here and two weeks in the South. Mc- 

| Cann-Erickson, Inc. is the agency. 


Employes 


Peoria, Ill., Feb. 6.—The cause of 
felicitous relations between adver- 
| tisers and their employes received 
| new stimulus last night, when B. C 
| Heacock, president of Caterpillar 
Tractor Company, used a half-hour 
|on radio Station WMBD to explain 
| the significance of the company’s 
1939 annual report. This method 
of addressing employes has never 
before been used, it is believed. 

Mr. Heacock adopted this plan 
because Caterpillar has 11,500 em- 
ployes in Central Illinois, and it 
| would have been difficult, if not im- 
|possible, to find a building large 
enough to accommodate such an as- 
|semblage, even if the time element 
| did not enter into calculations. 
| Furthermore, Mr. Heacock wished 
|}employes’ families to hear his ad- 
dress. Copies of the report had 
previously been mailed to each 
worker, so that he could follow the 
discussion intelligently. 


Goal Is Explained 


The broadcast went on the air 
from 7:30 to 8 p.m. Mr. Heacock 
prefaced his address with an 
apology to the general listening au- 
dience for presenting a broadcast 
of such specialized interest, but 
added that Caterpillar has for three 
years distributed copies of its an- 
nual report to employes, and now 
feels the time has arrived to give 
them an interpretation of its pur- 
port. 

Mr. Heacock threw boxcar fig- 
ures at his radio audience with 
great abandon, reporting that total 
sales of $58,432,000 in 1939 repre- 
sented a gain of 21 per cent over 
1938. Domestic sales accounted for 
$41,406,000, a gain of 8 per cent. 
Net profit on this volume was $6,- 
004,000, far below the 1929 net, 
which was achieved with a sales 
record $8,000,000 below 1939. Em- 
ployment today is twice that of 
1929. 

Employes were surprised to learn 

(Continued on Page 6) 


Congress Balks 
Effort to Halt 
Marketing Probe 


Washington, D. C., Feb. 8.—The 
Senate today overrode an effort b) 
Senator H. Styles Bridges, Repub- 
lican of New Hampshire, to elimi- 
nate the $89,000 appropriation fo1 
|the Federal Trade Commission's 
| proposed study of distribution costs 
and methods during the fiscal year 

At the suggestion of Senator Alva 
Adams, Democrat of Colorado, the 
New Hampshire Senator amended 
his proposal definitely to instruct 
the FTC to drop its proposed probe 
of national advertising. The Sen- 
ate, however, refused to support 
Senator Bridges and, by voice vote, 
sustained the FTC’s full appropria- 
tion as the independent offices ap- 
propriation bill, containing the 
FTC’s annual appropriation, was 
passed. 

As the House already has ap- 
proved the bill with the $89,000 in- 
| tact, the FTC thus becomes assured 
of the full amount for the conduct 
of the distribution study 
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dor refrigerators, lists four new 


bie 6: santa‘ le ; ys de = bis me Perrt ‘ eh! *- 
2 ADVERTISING AGE February 12, 1949 
s 6-foot modelg are unchanged. the area adjacent to Mansfield, | JOINS NETWORK 
Price War on General Motors Corporation has | higher elsewhere. | General Motors 
a super value special 640 Frigid-| Crosley Corporation, Cincinnati, | ->—— 2 | 
. aire a 6-cubic-foot model, now} announcing general reductions in | | M ay Expand 
Refrigerators Results listed at $114.75, a drop of about | the prices of its 6-foot size Shelva- | 


in New Low Level 


Stewart-Warner Only 
Manufacturer Who Is 
Standing Pat 


Chicago, Feb. 8 
6 cubic foot, 


Lowest-priced, 
standard model refrig- 


erators are leveling off in the re- 
gion of $115 in the current price 
war, according to a survey made 


by ADVERTISING AGE. 
variations from. this 


There are 
figure, how- 


ever, both above and below the 
line. 
General Electric Company _re- 


ports an extra special model in the 
6-cubic-foot size now listed at 
$114.95 plus tax, a box which sold 
for $159.95 at Thanksgiving time 
and which had dropped to $129.95 
by Christmas. The GE special 


model now listed at $139.95 sold 
before Christmas for $159.95 while 
the standard model now listed at 
$184.95 was $194.95. Higher priced 


from the previous 
also has another 
at $129.50, formerly 
whole Frigidaire 
gone reductions 
to $25. 


model now listed 
$149.50. The 

line under- 
ranging $10 


has 
from 


Nash-Kelvinator Corporation, De- 
troit, which is credited with firing 
the opening gun in the 1940 refrig- 
erator price readjustment move, has 
five boxes in the 6-cubic foot class 


priced at $119.95, $139.95, $169.95, 
$179.95 and $209.95. The $139.95 
model compares with a $159.50} 


the Christ- 
The $179.95 model 
compares with last year’s box 
priced at $204.50. There were price 
cuts all the way through the Kel- 
vinator and Leonard lines ranging 
from $30 to $60. 


model brought out for 
mas 1939 trade. 


Others Reduce Prices 


Westinghouse Electric & Mfg 
Company, merchandising division, 
Mansfield, O., reports reductions on 
its refrigerators all along the line, 
ranging as high as $35. One 6- 
cubic-foot box called the family 
size is reported selling at $112.75 in 


price. It| 


|models ranging from $99.95 to 
$119.95, $139.95 and $149.95. 
|has a 6-foot model now 
$114.50. 

Stewart-Warner is sitting tight 
at this date with no reductions, its 
6-foot models being currently 
priced at $144.95, $174.95, $199.95 
and $239.95. 

Most companies announcing price 
reductions also report stepping up 


priced at 


production, correlated with news- 
paper and magazine advertising 
space to announce the new low 


prices at which standard model re- 
frigerators now can be had. 


Green Incorporates 

| Harry B. Green & Co., Baltimore, 
|has been incorporated with Fletcher 
B. Speed, Jr. as president; Edgar 
F. Reibetanz, vice-president, and 
Anne M. Engers, secretary-treasurer, 


J. W. Pepper Named 

J. W. Pepper, Inc., New York, has 
been named to handle the advertis- 
ing of Scully Signal Company, 
Cambridge, Mass. Thomas J. Bum- 
ford is account executive. 


| 


SPEAKING OF PICTURES. 


BECAME FRONT 


Opening splash in KGO, KPO—S. F. Chronicle tie-up was 
joint State Election broadcast. Ballyhooed by city’s greatest 
publicity barrage and successful to point of sealing the merger 
indefinitely, the program was aired to tremendous audience, 
included scores of celebrities. Note Ritz Brothers at mike. 


THESE SHOW HOW KGO AND KPO 


29AGE NEWS IN SAN FRANCISCO 


And how, 
more than 
cisco lite 


ever 


ences appre ve 


Thousands sit, sing; thousands stand inside and in street as 
KGO, KPO join hands with Scripps-Howard-owned 5. F. 
News in colossal Christmas party. Biggest affair of holiday 


season, it drew 7800 promotional lines in the News’ heretofore 


anti-radio pages. Relationship will be permanent. 


World's Fair bigwigs and San Francisco Ad Clubbers listen in- 


Party with the News 


KPO more than ever a 


tently as Marshall Dill, new San Francisco Exposition prexy,out- 


lines plans for 1940 Treasure Island show Plans include regular 
programs from Island, daily front page newspaper, car card and 
newsstand poster promotion by KGO, KPO-News combine. 


* 4; adroit Life Magazine would say it. 


portant election broadcast with the Chronicle 
series of World’s Fair programs with the News... 
the bill of fare that’s drawing front page space for KGO and KPO 


every day in both these metropolitan dailies . . . 


these NBC outlets more 


Northern California for local, spot and transcontinental advertisers. 


Nati n ‘o n 
iRe tion of Ame 2s ¢ 
— 111 Sutter Street . San Francisco 


at the same time, they became 


a vital part of San Fran- 


an important consideration to 


both local and network advertisers in this 
prosperous World’s Fair city. 


From his control room sanctuary, David Drummond gives the “on air” okeh and 
the highly-touted KGO, KPO-Chronicle program“ 
the first of a series of historical dramatizations. S. F. city fathers, listening audi- 


The City of St. Francis” starts 


KGO, KPO earn more front page promotion. 


wis KGO and KPO tied up with the San Francisco 
Chronicle last year they started what has become the 


most talked-of promotional splurge in the country. 


For within a 


month after the Chronicle’s 110,000 readers saw the initial stories 
and pictures, the two NBC stations were tying up with a second 


paper, the 105,000-circulationed evening S. F. News. First, an im- 


then a Christmas 


a daily radio show with the Chronicle—a 


That's part of 


making KGO and 
vital part of San Francisco life, making 


than ever the most important stations in 


man Broadcasting Company 


ey at 
a se 
Sad 


Norge | 


| 
| 


| 


H. K. Boice, veteran radio and agency 


man, who becomes executive vice-pres- 
ident of the proposed Transcontinental 
Broadcasting System. 


Boice Leaves 
Agency to Head 


Embryonic Net 


| of Texas 


New York, Feb. —The dead 
calm which has prevailed at Trans- 
continental Broadcasting System in 


Price Tag Drive 


| | New York, Feb. 8.—The campai 


|| which General Motors Corporat 

| inaugurated last month to explain 
|its “plainview price tag’ merchan- 
dising to the public, has proved 
popular with dealers, because of 
goodwill building qualities, that th, 
company may soon extend its med 
list to about 1,000 newspapers, 
was learned today. 

Several hundred papers in abou: 
170 important cities are now carry- 
ing, in large space, “A declaratioy 
of merchandising principles,” j 
which the policy is set forth ov: 
the names of local GM dealers w!} 
endorse it. Inasmuch as the maj 
centers are already covered, the ex 
tension will be manifest in small 
communities, probably of about 10. 
000 population. The newspaps 
phase of the campaign is a coopera- 
tive venture with the cost divided 
between GM and the signatories 
' the advertisements. 


Insures Uniform Prices 

The policy of “delivered prices 
openly arrived at,” which the plain 
view tag represents, was inaugu- 
rated last fall with the appearanc 
_of GM’s current models, but adver- 
tised explanation of the step did not 
start until January. It is an at- 
tempt to remove the mumbo-jumbo 


recent weeks was broken here to- | surrounding delivered car prices 


day when it was revealed that H. 
K. Boice has resigned as vice-presi- 
dent of Benton & Bowles to become 
executive vice-president of 
George Sutton, Washington 
who specializes in radio 
was named president 


lawyer 


Mr. Boice has had long experi- | possibility of 


ence in the advertising and radio 
field Before joining Benton & 
Bowles in November, 1938, he was 


for eight years 
charge of sales of 
Broadcasting System 
ing CBS, Mr. Boice was with Len- 
nen & Mitchell, George L. Dyer 
Company and Critchfield & Co. 

TBS directors abolished the 
of chairman of the board, formerly 
held by John T. Adams. George J. 
Podeyn, former New York manager 
State Network, and Wil- 
liam Porter, Washington 
will continue as TBS 
dents. H. J. Brennan and R. M. 
Thompson, both of Station KQV, 
Pittsburgh, will remain as treasurer 
and secretary respectively. 


the Columbia 


post 


vice-presi- 


matters, | the 


4S} as the actual price of the car, 
vice-president in | portation 


Prior to join- | 


| sertions, 


attorney, 


| 


“open 


and to expose the notorious “pack 
which is widely practiced. Ths 
term is applied to the custom of in- 


TBS. | flating the final price of the car, 


usually after the dealer learns what 
customer wants on a trade-in 
|The GM tag does away with the 
jacking up the figure 
by breaking down the delivered 
price into its component parts, such 
trans 
cost ol 


charge and the 


extra equipment. 
Uses Magazine Space 
The big newspaper 
rounded out by large space in na- 
tional magazines, which reproduce 
a “tear-sheet” of dealer signed in- 
which are described a 
being published in the interests ot 
“sound business methods and bette! 
information for the public.” Col- 
lier’s, Fortune, Liberty, Life, New: 
week, The Saturday Evening Post 
and Time are being used. A simili 
book” campaign on instal!l- 


campaign is 


The additions to the TBS exec- | me nt buying is being conducted b) 


utive staff were interpreted in radio | 


circles here as indicating that the | ration. 


chances of the proposed new na- 
tional network of small stations be- 
ginning operations had been mate- 
rially improved. Although no of- 
ficial announcement has been made, 
it is believed that new financial 
backing has been gained and new 
advertising prospects uncovered 


Auto Show Date Set 
The 
will be 
Palace, 
1940 


national automobile show 
held at the Grand Central 
New York, Oct. 12 to 19, 
The success of last year’s Oc- 


tober exposition, permitting a 
longer fall selling season, favored 
the decision on the same month for 
| 1940, according to the Automobil 
Manufacturers Association 


Now Rosette Agency 

The name of Rosette & Hartwig, 
Inc., 122 E. 42nd street, New York, 
has been changed to Rosette Adver- 
tising Agency, Inc., with the pur- 
chase by George A. Rosette of the 
Otto J. Hartwig interest 


| General Motors Acceptance 
Arthur Kudner 
program. 


Corpo- 
is in charg 
of the 


Houston Auto Dealers 
in Anti-Trust Suit 


Among the allegations against the 
Houston Automobile Dealers’ Asso- 
ciation in an anti-trust suit filed 
by Attorney General Gerald C 
Mann is one that none of the deal- 
ers would place a used car adver- 
tisement in newspapers of more 
than two-inch, two-column size and 
that when auto factories partici- 
pated with dealers in advertising, 
the larger advertisement was to b« 
placed only in the display sectio 

Other charges against the deale! 
allege conspiracy in financing, 
of used cars and parts 


Appoints Billingslea 
é. & 
been 


Billingslea 
appointed 


Company 
advertising re} 


sentative of the Canadian Count? 
man, Toronto, Ontario, Canad: 
the New York territory. 
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every type of business. 


"| have to smile when | hear 
these business doctors explain 
that the same fundamentals underlie 


2, ‘Sure they do! But on top of 
those fundamentals are a lot of 
peculiarities—and, believe you me, 


you can't ignore them. 


" "Take Distribution, for instance. 
Every business distributes its 
products, whether they are dough- 
nuts or dresses, pencils or penguins, 
lotions or locomotives. 


one 


panies 
country evenly. 


5. "SPOT RADIO is as flexible 
as a telephone cord, obeys 


like a police dog and responds 


like a pipe-organ. 


"But one manufacturer 
is strong in one section; 
in another. Few com- 
blanket the whole 


6, “Where else in radio can you find 

a way to broadcast where you 
like, when you like and how you like? 
The more peculiar your demands, the 
more you'll appreciate SPOT RADIO. 
It's peculiar too—thank Goodness!" 


BUT THERE’S NOTHING 
PECULIAR 


about vour broadcasting when you bus 


Localized programs ~~ announce 


programs, musk 


ments. strips, talent 


anything vou like. Keyed to sales 


requirements and merchandising in 


each territor, Best available periods 


for each time-zone. Strong stations 


ANVWNCES 
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RADIO 
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ANY WHERE 


ANY TIME ANY LENGTH 


For any advertiser Or AZONCY executir 
° 
‘ge , : 
see how SPOT RADIO can meet his ing 
shall be 


who wants to 
lividual situa- 


tion, 
glad to prepare a 


we very . 
special 


outline. 
‘ 


EDWARD PETRY 
& COMPANY 


INCORPORATED 


* 


Re : : 
presenting prenc Radio Stations throughout th 
oa | nited States— individually ° 

1¢ : 
es - NEW YORK CHICAGO SAN FRANCISCO 
ETROIT ST. LOuIs LOS ANGELES 
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George W. Hill 
Tells Stockholders 


About Promotion 
Lucky Strike Chief 


Discusses Radio and 
Talented Son 
New York, Feb. 8.— Adding to his 


laurels as a promotional genius by 
penning an intensely human docu- 


ment calculated to expound the 
A-B-C’s of advertising for the 
benefit of the layman, George 


Washington Hill, president of the 
American Tobacco Company, has 
dispatched a message to stockhold- 
ers which affords a first-hand anal- 
ysis of current Lucky Strike radio 
programs. 

Mr. Hill’s message was one of a 
series of letters characterized by an 
informal, breezy style, which have 
proved to be a valuable phase of 
the company’s public relations ac- 
tivities. 

Asserting that increased volume 
is the prime objective of Lucky 


Strike advertising, Mr. Hill pointed 
to the Kay Kyser program on 


| Wednesday nights and the “Your 


Hit Parade” 


nights 


feature on Saturday 


Complex But Simple 


“Much has been written and said 
about advertising,” he observed, 
“many wise things—many foolish 
things. As the result of my years 
of experience in advertising, I sin- 
cerely believe it to be a very great 
yet a very simple science. Reduced 
to its simplest terms, advertising is 
really nothing but ‘salesmanship- 
in-print’ and during these more re- 
cent years, with the introduction of 
the radio, ‘salesmanship-in-person’ 
as well. 

“Now, no one in the tobacco busi- 
ness makes a profit on an initial 
sale. It’s the repeat business that 
pays dividends; therefore the im- 
portance of 
the importance of pleasing the con- 
sumer so that he will return to 
make the repeat purchase. Now all 
the ‘hot air,’ the ‘bunk,’ the ‘hooey’ 
in the world won’t make Mr. Con- 
sumer buy the second time if he is 
not satisfied with his first purchase. 
So the wise advertiser must speak 
truthfully of the merit of his prod- 
uct. He can expatiate on that 
merit, he can even ‘puff a little’-— 


‘quality of product,’ | 


FRISKY PET TELLS GASOLINE 


ee es tee 
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More pep “== than‘a pup! 


SOHIO X70 


THE STANDARD O11 CO. (OHIO) 


New human interest poster making appearance for Standard Oil of Ohio through McCann-Erickson, Inc., Cleveland. Con- 
tinental Lithograph Corporation handled the production. 


all salesmen put their best foot for- 
ward—but fundamentally the wise 
advertiser must be truthful or the 
public will find him out and his ex- 


|penditures will bring him no re- 


turn. The wise advertiser searches 
for and finds the merit in his prod- 
uct, the merit that advantages the 


Without 
just 


belaboring the point. we 


this once more want to men- 
tion the importance of station man- 


agement, 


Vanagement determines the propor: 


tion of time devoted to audience- 


building entertainment. Manage- 
ment says whether or not your pre- 
gram is going to be in “good com- 
pany” or bad. Management deter- 
mines the character of the station, of 
the programming, hence of the audi- 
Management determines 


shall be 


capable of delivering a good, clear 


ence, 


whether the equipment 


signal 


ENCLUSIVE 
KEPRESENTATIVES 
WGR-WKBW . BUFFALO 
CKY . CINCINNATI 
woc.. DAVENPORT 
who DES MOINES 
WDAY FARGO 
wowo-waL FT. WAYNE 
KMBC KANSAS CITY 
WAVE LOUISVILLE 
WTCN MINNEAPOLIS-ST. PAUL 
wmMend PEORIA 
KSD sT. Louis 
| WFBL SYRACUSE 
SOUTHEAST 

wesc CHARLESTON 
wis . COLUMBIA 
WPTF . RALEIGH 
wos) ROANOKE 
SOUTHWEST 
KGKO . FT. WORTH-DALLAS 
KOMA OKLAHOMA CITY 
KTUL ‘ ° TULSA 
PACIFIC COAST 
KECA . LOS ANGELES 
KOIN-KALE PORTLAND 
KSFO-KROW SAN FRANCISCO 
i Kvi, . SEATTLE-TACOMA 


Management sets the rates. Manage- 
ment determines the merchandising 
assistance. Management even deter- 
mines the voices of the announcers 


. and their “will to sell”), 


Vanagement ean make or break the 
effort. 


why Free & Peters has always 


effectiveness of any radio 


That's 
held management to be the first con- 


sideration when soliciting stations 


for our own list, and when recom- 


mending stations for vour list... . 


The result is better results for hun- 


dreds of our ageneyv and advertiser 


friends all over the United States. 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Staticn: 


over its proper territory. 
CHICAGO NEW YORK 
180 N. Michigan Ave. 747 Park Ave. 


Franklin 6375 Plara 5-4151 


DETROIT SAN FRANCISCO 
New Center Bidg. One Eleven Sutter 
Trinity %-8444 Sutter 43538 

ERE tie ef r ae ae 


LOS ANGELES ATLANTA 
650 S. Grand Ave. 22 Palmer Bldg 
Vandike 05690 Main 5685 


consumer—he must believe in that 
merit, deeply believe in it, and he 
must vividly, vitally express that 
merit to the public to whom he is 
striving to appeal. This is the ba- 
sic reason for the enormous value 
of the so-called ‘idea’ in advertis- 
ing. 

“Two young fellows, a couple of 
years ago, went down South, ‘into 
the field,’ to visit certain of our 
factories and certain leaf markets. 
(We insist that five such visits, ‘in 
he field, searching for material, 
be made every year by each active 
member of our advertising staff 
ind of the staffs of our agencies 
| working on our accounts). That 
time, these two young men came 
'back with two rather remarkable 
facts turned into advertising ideas. 
They discovered that Luckies were 
the overwhelming favorite of in- 
dependent tobacco men—auction- 
eers, buyers, warehousemen, etc. A 
careful, comprehensive survey was 
made, and from that came ‘with in- 
dependent tobacco experts, with 
men who know tobacco best, it’s 
Luckies 2 to 1.’ 
ered the ‘chant of the tobacco auc- 
tioneer.’ 


Chant of Auctioneer 


“Listen to that chant on Wednes- 
day night or on Saturday night on 
‘one of those radio programs to 
which I have referred. Listen to 
what is said about the merit and 
quality of your company’s brand of 
Lucky Strike cigarettes. There, 
over the air, you have twice a week 
a vivid portrayal of what your 
company believes to be ‘salesman- 
| ship-in-person’—truthful, 


buy our product. 
“Again, increased volume! How is 
it done? Youth runs America and 


morrow. Your management recog- 
nized this and I am proud to say 
to you that we have been particu- 
larly concerned about, and for that 
reason, particularly successful in 
developing our corps of younger 
executives. Youth selected Wednes- 
day night’s program ‘Kay Kyser’— 
youth found that unique entertain- 
ment, ‘Kay Kyser,’ is one of the 
most successful commercial pro- 
on the air. Even more im- 


grams 


portant than its mass appeal, how- | 


ever, is its appeal to the young—to 
youth—to the young folk of nine- 
teen and twenty, who will form in 
a few years the great mass of 
cigarette consumers—if they are 
|properly interested, if they are 
properly advertised to. Both these 
jobs—the finding of the ‘chant of 
the tobacco auctioneer’—which dra- 
matized the tobacco expert story— 
and the discovery of the Kay Kyser 
|program, were done in twelve 
|months under the direction of one 
of our younger executives. ‘Listen 
in’ on our radio hours—see the 
value of these jobs personally—hear 
| that forceful, intelligent selling, vi- 
|talized through ‘The Chant of the 
Tobacco Auctioneer’—reaching that 
great audience through the medium 


of those two great shows, ‘Kay 


Kyser’ and ‘Your Hit Parade.’ Don't 
| take my word for it—turn your ra- 
dio on and judge for yourself. These 
vouth, 


two jobs, well done by 


And they discov- | 


dynamic, 
‘reason-why’ the consumer should | 


youth is going to run America to- 


caused your Board of Directors to 
make a new vice-president in 
|charge of advertising, and that 
| young executive is my son, George, 
| Jr. Now you understand the dou- 
| ble pleasure that I get in writing 
| this letter. 

“I suppose I will be criticized by 
some for speaking thus frankly of 
| this young man, my son, but stock- 
‘holders are entitled to know the 
facts, and regardless of any per- 
sonal satisfaction that I may have 
|in George’s contributions, because | 
know that ‘Management’ will make 
or break any business, I want to 
call your attention to the great 
benefit there is to our company in 
having a productive young man of 
32, with his roots deep down for 
over two generations in this very 
company of ours, so integral a part 
of our organization. George’s grand- 
father, my father, Percival S. Hill, 
was known in his day as the ablest 
tobacco salesman from Maine to 
California, and George’s other 
grandfather, J. B. Cobb, was for 
years Mr. Duke’s right-hand man, a 
leaf expert like our own Jim Lips- 
;}comb, known for his skill from 
|Kentucky to the Carolinas. If 
George continues in the future as he 
has begun, I consider it a most 
human but very real asset to ou 
|company to have him in our em- 
ploy, a young man with a traditio: 
| which welds him to this business 
with the love of the tobacco busi 
ness and of ‘our company’ deep]; 
ingrained in his being.” 


Beeson Gets Kent-Owens 

Sterling Beeson, Inc., Toledo, O 
has been appointed by Kent-Owen 
Machine Company, Toledo, manu 
facturer of milling machines and 
special machinery. 


Publishers 
to the 


Building Industry 


Building too bia a marke 


be served by a single busins 
paper. Only a group of editors 
their knowledge 

, understanding of 


. r i i* ° - . 
point-of-sale, application § ar 


manutacturing division 
d such an effective unt 


s represented by 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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Fixed star in the literary sky is Fannie Hurst. 
Capturing critical attention with her first 
magnificent short stories, she went straight 
to the heart of the American public in such 
novels as BACK STREET and LUMMOXx. 
Today as artist, cosmopolite and humani- 
tarian, she combines al) her talents in the 
fine art of living. 


FANNIE HURST 
says - 


“Blondie has won a place for 
erself in the Americana of Wives” 


“IN ‘Blondie’, of which Chic Young is the creator, Americans 
and marriage are delineated with skill and human interest”, 
says the famous writer, Fannie Hurst. “Blondie is a composite 
version of a familiar and beloved type of wife. To millions of 
Americans she is as real as baseball or ‘Main Street’.” 


From the lively interest in Puck— The Comic Weekly — 
comes a powerful consumer demand that can determine 
what dealers stock, display and sell in the 995 cities and 
towns of 10,000 population and over, where 73% of Puck's 
U.S. circulation concentrates. 


Business executives may learn more about what the world’s 
Far more than merely “comic” is Puck—The Comic Weekly. “Best Seller” has done for other advertisers by telephoning 
lt is American folklore— human and alive—a type of litera- COlumbus 5-2642, New York, or DElaware 5660, Chicago. 
ture geared to a day of digests and modern réading tastes. 


WHOLE FAMILY 


When merchandise is advertised in 
PUCK—The Comic Weekly, it gets the 
attention of the LARGEST WHOLE 


To millions of Americans, Blondie, Skippy, Jiggs and Maggie, 
Pop-Eye, Toots and Casper, Flash Gordon, Tillie the Toiler, 
Barney Google and the Katzenjammer Kids, to mention 
just a few, are real flesh and blood people—in whom they 
recognize their own virtues and faults, their hopes and 
frustrations. 


The gifted men who create these living personalities are 
among the highest paid literary talent in the world. 


Leading advertisers have discovered the sales building power 
behind Puck—The Comic Weekly. Distributed through 
15 great Sunday newspapers from coast to coast —it is 
read by 20 million men, women and children in more than 
‘500,000 homes. 


ols Mese Mortals be! 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH I|5 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York - Palmolive Building, Chicago 


FAMILY circulation of any single 
advertising medium in America. 


And the circulation is focussed on the 
BEST BUYING AREAS—for almost 3 
out of every 4 families reached by 
PUCK are in the 995 key cities of over 
10,000 population where 70 of all the 
nation’s retail sales are made. 

Puck — read by more than 5,500,000 
WHOLE FAMILIES, men, women and 
children—is the world'’s“BEST SELLER.” 
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February 12, 1949 


Annual Report of 
Caterpillar Goes 
on the Air 


(Continued from Page 1) 


that more than 50 per cent of the 
16,000 Caterpillar stockholders are 
women, who own 30 per cent of | 
the total stock. 


Wages Are Rising 


Mr. Heacock reported that aver- | 
age annual earnings for hourly paid 


employes were $1,627.09 in 1939, 
compared with $1,540.95 in 1938. 


This rise is due to continued opera- 


tions at a full time rate, except 
during the 1939 two-weeks’ vaca- 
tion period; and also to rate in- 


creases to many employes because 
of improved individual performance 
and greater efficiency. The total 
amount of salaries and wages paid 
during 1939 was $18,852,000. 
Prospects for maintaining opera- 
tions at the current rate, he said, 
depend largely on efficient effort by 
the entire Caterpillar organization. 


} InauE 


}amounts to a 4 per cent wage 


Mr. Heacock cited variable costs 


increased by 
ication n Vv 


which recently 
furation of 


were 


plan for hourly wage earners which 
jump 
classification. 


SWIFT AGAIN MAKES 
REPORT TO EMPLOYES 


Chicago, Feb. 8.—Filled with hu- 
nan interest material, but above all | 
with terms easily understood by the 
layman, the second annual report 


for thi 


|to employes of Swift & Co. was is- | 


sued today. The impressive bro- 
lchure consists of 20 pages and 
cover. 


Vernon D. Beatty, advertising | 
manager, said that simplicity is the 
keynote of the statement. This ele- 
ment is illustrated by a statement | 
of “Our income and eyr y 
wages and earnings during the year 
ended Oct. 28, 1939.” Income is di- 
vided into two classifications: “We 
charged our customers for products 
sold,” and “We received income 
from investments and from other 
sources.” The statement of ex- 
penses is slightly more complicated, 
but is not beyond the comprehen- 


sion of the man with little or no 
schooling. 
Even more easily assimilated is 


the picture of the tree on Page 13, 
the trunk representing the average 


| time 


sales dollar of Swift & Co., and the 
branches its division. This tree 
shows the following disposition of 
the dollar: 11.8 cents paid to em- 


| ployes; 1.1 cents earnings for share- 


holders; 74.9 cents paid to pro- 
ducers; 4.3 cents paid for supplies; 


3.3 cents paid for transportation; 
4.6 cents paid for miscellaneous 
costs. 


Ferris to Kastor 

C. S. Ferris has joined H. W. Kas- 
tor & Sons Advertising Company, 
Chicago, as vice-president. One- 
copy chief for Blackett-Sam- 
ple-Hummert, Chicago, Mr. Ferris 
more recently was with Benton & 
Bowles, New York. 


Names J. R. Kupsick 
Brooklyn Federal Savings & Loan 
Association has appointed J. R 
Kupsick Advertising Agency, New 
York, to handle its account. Metro- 


politan newspapers are now being 
used. 
Hobbs to Snow 

Laurence O. Hobbs has _ been 


named art director of Cory Snow, 


Inc., Boston agency, which has 
added the account of MHartney- 
Amalia, Inc., Boston tree surgeon 


and arborist. 


legion. 


AKRON, OHIO 
The Akron Typesetting Co 


BALTIMORE, MD. 
The Maran Printing Co 


BOSTON, MASS. 

The Berkeley Press 

BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc 

Arkin Typographers, Inc 

}. M. Bundscho, Inc. 

The Faithorn Corp 

Hayes-Lochner, Inc 

Runkle-Thompson-Kovats, Inc 


CINCINNATI, OHIO 
The J). W. Ford Co 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc 


Executive Headquarters 


go through life believing a lot of things 
that aren't so. If we hear a myth often 
enough, we accept it. Lloyd Lewis, the 
historian, filled a big book with “myths 
after Lincoln.” Is it true that all Scotch- 
men are penurious — all Southerners 
are hospitable —all Irishmen are coura- 
geous? The number of such myths are 


One of the most Common myths in 
the advertising industry is that adver- 
tising typography is more expensive 
than other typesetting. Onthe contrary, 
advertising men in ever increasing 
numbers are Coming to see that it actu- 
ally pays in money saved to turn over 
their entire typographical problem to 


TH E 


j61 Eighth Avenue, New York City + 


cAny member of the A.T. A. will give you: Highest Quality + Intelligent Service 
Expert Craftsmanship « Complete Facilities « Sound Business Ethics « Good Taste ¢ Uniform Practices 


Greatest Choice of Type Faces + Type Service for all Advertising Purposes * Lowest Practical Costs 


—_ * —— — 


us. Not only do we give our Customers 
superior work consistently on all jobs, 
but over a long haul we do it for less. 
That goes for any kind of typesetting 
including the general field. Without 
cutting prices our yearly average of cost 
will be lower. This has been demon- 
strated time and time again. A.T. A. ser- 
vice actually saves you money because 
the work is done correctly the first time 
—by experts. The cost of a job is based 
onthe time required to perform it. Less 
adept compositors take longer and 
more corrections and revisions are re- 


ost of us 


quired. We keep 


NEW YORK, N.Y. 
Ad Service Co. 


Advertising Agencies’ 
Service Co., Inc. 


Artintype, Inc. 
Central Zone Press, Inc 


Diamant Typographic 
Service 


Frost Brothers 
David Gildea & Co., Inx 


Hanford Hardin, Inc. 
Huxley House 


George Mullen, Inc. 
Chris F. Olsen, Inc. 


Frederick W. Schmidt, Inc 
Superior Typography, Inc 
Supreme Ad Service, Inc 


Esler, Led. 


we eliminate unnecessary extras, sav- 
ing you both time and money. 

If you have been one of the “doubting 
Thomases” of the advertising business, 
callin one of our members and let him 
show you why “lowest practical costs” 
is one of our proudest boasts. 


x ‘ 
err ry A 


Advertising Typographers Association 
OF AMERICA, INC. 
MEMBERS—— — 


DALLAS, TEXAS 
Jagegars-Chiles-Stovall, Inc 
DAYTON, OHIO 

Dayton's Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thos. P. Henry Co 

C. Benj. Stapleton Co. 
George Willens & Company 
INDIANAPOLIS, IND. 


The Typographic 
Service Co., Inc. 


Advertising Composition, Inc. 


Associated Typographers, Inc. 
Ads Typographic Service, Inc. 


A.T. Edwards Typography, Inc. 
Empire State Craftsmen, 


Graphic Arts Typographers, 
KALAMAZOO, MICH lnc. 


Claire J. Mahoney 


LOS ANGELES, CAL 
William Carnall 

House of Hartman 

Samuel Katz—Typographer 
Rising-Hammond, Inc 


MONTREAL, CANADA 
Fred I 


King Typographic Service Corp. 
Master Typographers, Inc. 
Morrell & McDermott, Inc 


ALBERT ABRAHAMS, Executive Secretary 


costs down because 


Tri-Arts Press, Inc. 

Type Arrangement, Inc 
Typographic Craftsmen, Inc 
Typographic Designers, Inc 
Typographic Service Co 
Kurt H. Volk, Inc. 


PHILADELPHIA, PA. 

John C. Meyer & Son 

Progressive Composition Co 

PORTLAND, ORE. 

Paul O. Giesey, 
Advertising Typographer 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc 

SAN FRANCISCO, CAL. 

Patterson & Hall 

Taylor & Taylor 

SEATTLE, WASH 

Frank McCaffrey 


TORONTO, CANADA 


Swan Service 


Inc 


ENGLISH ADVERTISERS 


URGED TO CONTINUE 


that they cannot afford 
public eye indefinitely 


the hands of their more 


maintained. And only 


to the publie sy 
unidentifiable by either 


good, or goodwill goes. 


warning .. 


to manufacturers Manufacturers will appreciate 


Advertisers who have laboured in the past to establish 
reputations for their commodities and who suspend all 
advertising effort at this juncture are playing right into 


interest requires constantly to be stimulated if it is to be 


for the trade mark. Y 
only with goods of good quality. 


to trace to their source in the event of complaint. In 
the case of branded goods, the quality must be consistently 


Issued by The Advertising Association 


to keep their products out of the 
, because ‘“there’s a war on.” 


enterprising rivals. ‘The public’s 
Advertising can do it. 


only branded products. Look 


ou’ll find these things associated 
Goods which are 
brand name or mark are difficult 


Buy branded goods, and be safe. 


The Advertising Association of Great 
advertisers and the public 


Britain is using this dual message to 
in a newspaper campaign. 


Cincinnati Paper 


Plans Centennial 


The Cincinnati Times-Star will 
celebrate its centennial April 25, 
1940 with a special edition which, 
according to announcement, “will be 
a complete editorial and pictorial 
biography of the past century.” 


Sun Spot Names C-E 


The Sun Spot Company of Amer- 
ica, New York, has _ appointed 
Campbell-Ewald Company of New 
York as agency for Sun Spot, a 
bottled orange drink. Campaign 
| plans are being formulated. 


Schwarz in Chicago 

Arnold E. Schwarz has resigned 
from Bryant Heater Company, 
Cleveland, to become promotion di- 


rector of Belnap and Thompson, 
Inc., Chicago, producers of the 
“Push Book.” 


Witke Joins Metal Art 


Elmer A. Witke, former advertis- 
ing manager of Fox Head Waukesha 
Corporation, has been named gen- 
eral sales manager of the newly or- 
ganized Metal Art Lithographing 
Corporation, Milwaukee 


“Gardens” Makes Bow 


New England Gardens, a monthly 
magazine, will make its debut Feb. 
15. Charles F. Davis is advertising 


iadirector, and Alexander’ Ross, 
| president and treasurer. Offices are 
at 99 Chauncy street, Boston 
Colgate Names Jones 
| Breckenridge Jones has _ been 
inamed assistant sales manager of 


Colgate-Palmolive-Peet Company 


January Sales 
of Radio Nets 
Up 18.7 Per Cent 


New York, Feb. 6.—Following «a 
record year in 1939, radio’s thre: 
national networks continued to er 
joy a banner business in the first 
month of 1940, according to statis 
tics released today by Nationa! 
Broadcasting Company, Columbia 
Broadcasting System and Mutua! 
Broadcasting System. 

January billings of the three com 
bined amounted to $8,311,926, whic! 
represented an 18.7 per cent in- 
crease over the January, 1939, total! 
of $7,023,035. NBC established an 
all-time high for any month in 
January with billings of $4,405,208 
for a 9.2 per cent upturn over the 
comparable 1939 month. 

CBS chalked up a 34.2 per cent 
increase in January, also setting a 
new record. Its billings last mont! 
totaled $3,588,989, compared wit! 
the January, 1939, figure of $2,674,- 
057. MBS business last month 
amounted to $317,729, for an 0.8 pe: 
cent increase over the correspond- 
ing 1939 month, when the total wa 
$315,078. 

Kenny Names Katz 

Advertising of C. D. Kenny Com- 
pany, teas and coffees, which in- 
cludes the radio program, “I Want 
a Divorce,” has been placed wit! 
Joseph Katz Company, Baltimore 


Award Hotel Account 
Needham & Grohmann, Inc., Ne' 

York, has been appointed to handl 

the advertising of Host, Inc., Hotels 


He was formerly with Procter &| operating 15 hotels in East, South 
Gamble and its subsidiary, Hewitt and Midwest sections of the coun 
Soap Company try. 

(CP ACT S$ AsBoui@TrT BALCTIM OR E) 


Here’s 


a break-down of the 


MILLION PEOPLE 7» 
the Baltimore market -- 
What kind of people is just as impor- 


tant as how many people in determin 
ing the value of a market. Baltimore is 


predominantly ‘‘native-white.’’ It’s significant, too, that 
only 5.1°) of the entire population are over 65 years old! 


Native white......... 73.0°, 
Foreign born white.... 9.2°; 
Negro re 17.7", 
Others 0.1°, 


—and 94.9'. of the population 
are under 65!! 


Moke your edvertising investment ina 
growing market. Use Baltimore's ‘first 
choice’’ radio station. 


WFBR 


BALTIMORE 


National Representatives 


EDWARD PETRY & COMPANY 


* ON THE NBC 


RED NETWORK * 
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ADVERTISING AGE 


MORE GENERAL GROCERY ADVERTISING 


THAN ANY OTHER NEWSPAPER IN THE U.S. 


GROCERY ADVERTISING IN CHICAGO NEWSPAPERS DURING 1939 


Newspapers 


THE CHICAGO DAILY NEWS 
Second Evening Newspaper 
First Morning Newspaper 
Third Evening Newspaper 
First Sunday Newspaper 
Second Sunday Newspaper 


Third Sunday Newspaper 


Retail Grocery | General Grocery Total Grocery 
Advertising Advertising Advertising 
787,463 | 842,552 | 1,630,015 
537,919 | 282,644 820,563 
216,907 | 457,602 674,509 
140,397 | 244,847 385,244 
71,753 | 301,864 373,617 
24,886 | 260,786 285,672 
27,259 11,780 39,039 


(Retail Grocery Advertising includes Retail Grocers and Department Store Grocery linage. 


For faircomparative purposes, Alcoholic Beverage linage of Retail Grocers is not included 


inasmuch as The Chicago Daily News does not accept Alcoholic Beverage Advertising.) 


Linage Sources: Advertising Record Co., Media Records, Ine. 


Because it penetrates 
the homes 


i The Chicago Daily News 


published more General Grocery Advertising 
than any other newspaper in the United States. 

And in 1939...and as far back as the records 
go... The Chicago Daily News carried more 
total Grocery Advertising than any other news- 
paper in Chicago. A position of leadership is 
not too difficult to achieve in any one year... but 
to maintain that position consistently, against 
all competition, is proof of the productiveness 
of this medium. 

These important leaderships are significant 
because they indicate the dominance of The 
Chicago Daily News as an economical and effec- 


tive advertising medium. They point to the 


CHICAGO’S HOME NEWSPAPER - WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


THE CHICAGO DAILY NEWS 


and maintains the 
confidence of its 
reader- families, 
The Chicago Daily News 
is an economical and 
productive medium 
for advertisers 


responsiveness of 
this newspaper's 
Home Coverage 
circulation ...a 
circulation that 


thoroughly pen- 


etrates every sec- 
tion of the city and suburbs, and exactly paral- 
lels the tremendous purchasing power of metro- 
politan Chicago. 

Well in excess of 1,000,000 persons among 
more than 440,000 families regularly read this 
newspaper. No advertiser adequately reaches 
the buying power market that is in metropoli- 


tan Chicago without The Chicago Daily News. 


DAILY NEWS PLAZA, goo W’. Madison St., CHICAGO + NEW YORK OFFICE, » Rockefeller Plaza + DETROIT OFFICE, y-119 General Motors Bldg. + SAN FRANCISCO OFFICE, Hobart Bldg. 
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W. H. Fawcett, 
Magazine Head, 
Dies on Coast 


(Continued from Page 1) 


publishing business, died several 
years ago. 
Mr. Fawcett also was widely 


known as a trap shooter, golfer, big 
game hunter and amateur pilot. He 
served both in the Spanish-Ameri- 
can war and the World war, emerg- 
ing from the latter a captain. 


Whiz-Bang First 


Capt. Fawcett’s entrance into the 
publishing busipess was a direct re- 
sult of his war experience. He be- 
gan publication of Whiz-Bang, 


which derived its name from a one- | 


pound shell, for the benefit of 


wounded soldiers in military hospi- | 


tals. Demand spread so _ rapidly 
that it quickly won national ac- 
claim, and paved the way for new 
magazines. Whiz-Bang was contin- 
ued until eight years ago 

Capt. Fawcett was once an associ- 
ate of the late Floyd Gibbons on the 
Minneapolis Tribune. 


Agency Ofticer 
Loses Wife 
in Auto Crash 


Chicago, Feb. 8.—Mrs. Elizabeth 
Dancer, wife of H. M. (Mix) 
| Dancer, vice-president of Blackett- 
Sample-Hummert, Inc., was killed 
yesterday in an automobile colli- 
sion. Mr. Dancer, who was at the 
wheel of the car, was severely 
shaken, but not seriously injured. 

Mr. Dancer has been confined to 
his home in Hinsdale, Chicago sub- 
jurb, with an attack of influenza for 
|the last week. Feeling improved 
yesterday, he and Mrs. Dancer 
started out for a ride in the family 
lcar, accompanied by a friend. As 
| they drove North on the River 
Road, it is charged, another motor- 
jist coming from the East failed to 
|stop at a crossroad, and hit the 
| Dancer car squarely. 

Mrs. Dancer was 42 years old. 
| Besides her husband, three children 
| survive. 


FRANK X. PFAFFINGER 


Los Angeles, Feb. 8 Frank X. 
Pfaffinger, treasurer of the Los 
| Angeles Times, who died here Feb. 
'4 of cerebral hemorrhage, was bur- 


ied here yesterday. He had been| 


|holders, the brothers took over the 


| 
with the Times 53 years, and was 
86 years old when he died. He had} 
been at his desk every day until 
recently. His wife, Elizabeth, died 
Jan. 10. 


CHARLES F. TRAUNG 


San Francisco, Feb. 6.— Charles 
F. Traung, president of Stecher- 
Traung Lithograph Corporation of 
San Francisco and Rochester, N. Y., 
died here last night at the age of 
73. Along with his twin brother 
Louis, who survives him, he was ac- 
tive in the field of lithography for 
60 years. He was a director of 
Lithographers National Association. 

Entering the business at the age 
of 13, Charles and Louis rose until 
they became president and secre- 
tary respectively of the San Fran- 
cisco local, National Lithographers’ 
Union. In 1911, the brothers re- 
signed their union posts to form 
Traung Label and Lithograph Com- 
pany. Taking over a debt-ridden 
plant at the outset, they built it to 
a $5,000,000 business. 

In 1934, at the request of stock- 


Stecher Lithographic Company of 
Rochester, merging it with their 
own firm. Charles Traung became 
president and his brother vice-presi- 
dent. 

Mr. Traung was Police Commis- 
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APRIL american BUILDER 


Spring Building and Directory Issue 


An All-Star, Double-Feature Editorial Program 
A Large and Timely Display of Building Products 


Feature No.1—LONG ISLAND. the show 
place and proving ground of home building. 


Get Your 


Sales Message 


Before this Large and 
Responsive Audience 


The April AMERICAN BUILDER, be- 
cause of its special features and 
timeliness, will be read _ eagerly, 
kept carefully, and used frequently. 


Presenting popular 


fered by builders in this intensely competi- 
Illustrated articles describe in 


tive market. 


houses, successfully of- 


detail the planning, construction, and pro- 


motion methods of successful builders on 
the “nation’s fastest growing island.” 


Feature No. 2—BUYERS’ 
TRADE NAME INDEX. 
AMERICAN BUILDER 


Section. 


A convenient, classified directory 
shows where to buy building materials and 
equipment for all types of uses: an alpha- 


GUIDE AND 
Another 
(annual) 


famous 
Directory 


betical list of building-product trade names 


tells ““who makes it.” 


Plus all regular departments. 


Its editorial features and broad cov- 
erage of the building field assure a 
large, responsive audience for the 
advertising messages of manufac- 
turers. 


Timely: the apni AMERICAN 
BUILDER will be placed in the hands of 
readers at the moment when active spring 
building of the 1940 season is getting 
under way. 
sue will be addressed to an expanding 
market, for 1940 residential building is 
expected to gain 10 to 20 per cent over 
1939 totals. 


Audience: amerICAN BUILDER 
readers comprise the most important and 
most responsive buying audience in the 
building field—more than 70,000 active 
building men, including architects, build- 
ers. contractors, financing and mainte- 
mance organizations, realtors and devel- 
opers, lumber and material dealers. Col- 
lectively they are responsible for a huge 
share of the nation’s residential and light- 
load-bearing construction. 


Act Now: Plan to make a strong 
selling presentation of your products in 
the April AMERICAN BUILDER. 
advertising rates apply. And write today 
for a Buyers’ Guide listing form for your 
products. 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


CHICAGO, 
105 W. Adams Street 


Advertising in the April is- 


Regular 


AND BUILDING ACE 


ILLINOIS NEW YORK CITY 


30 Church Street 


sioner of San Francisco at the time 
of his death. He was also a well 
known sports lover, and served for 
many years as a member of the 
California State Athletic Commis- 
sion. In his youth, he was an ama- 
teur boxer and once managed Jack 
Dempsey. 


Swisher, ‘Expert 


on Life Promotion, 
Dies Suddenly 


Des Moines, Feb. 5.—Stephen A. 
Swisher, Jr., who in his brief span 
of 46 years, not only won numerous 
advancements with the Equitable 
Life Insurance Company of Iowa, 
but made substantial contributions 
to the field as a whole, was buried 
here Saturday. His death came 
suddenly Wednesday as the result 
of a heart ailment, which last year 
forced his retirement from active 
business. 

Mr. Swisher was one of the 
founders of the Life Advertisers’ 
Association in 1933 and became a 
vice-president of the organization. 
A year later he assumed the presi- 
dency, and in that role helped the 
industry launch an annual life in- 
surance week, which he hoped 
would lead it into cooperative na- 
tional advertising of a year-round 
nature. Mr. Swisher took the view- 
point that the sale of the insurance 
idea transcended all other problems, 
and that this could best be accom- 
plished by a huge joint national 
campaign. Despite his standing in 
the field, he was never fully suc- 
cessful in selling this doctrine. His 
work, however, was undoubtedly 
instrumental in inducing more and 
more companies to do individual 
advertising. 

Mr. Swisher joined the Equitable 
in 1919 as a clerk, and was agency 
vice-president when he retired in 
1938. 


D. H. Ball, Head 
of P. Lorillard, 
Dies Suddenly 


New York, Feb. 6.—David Haines 
Ball, president of P. Lorillard 
Company, died _ suddenly Feb. 
3 at his home in Mount Vernon at 
the age of 70. He had not been ill, 
and had worked the previous day. 
He was associated with the tobacco 
field for more than half a century. 

A native of Baltimore, his first 
job was with Marborough Brothers, 
a Baltimore tobacco concern which 
he joined in 1889. When American 
Tobacco Company absorbed Mar- 
borough in 1900, he became assist- 
ant to the late P. S. Hill, then presi- 
dent of American. 

In 1911, the United States Su- 
preme Court found American To- 
bacco guilty of violation of the 
Sherman Anti-Trust Act. One of 
the companies formed by its dis- 
solution was P. Lorillard, of which 
Mr. Ball became executive vice- 
president. He became president in 
1937. 


|other 
\to radio. 


GEORGE J. NOEE 

Chicago, Feb. 10. — George J, 
Noee, secretary-treasurer of Noee, 
Rothenburg & 
Jann, news- 
paper advertis- 
ing representa- 
tive, was buried 
at Graceland 
cemetery here 
today, follow- 
ing his death 
Feb. 7 at his 
home, 3100 
Sheridan Road. 
He had an op- 
eration Oct. 14, 
1939, and had 
been in ill health since. Mr. Noe: 
was 58 years old. He former), 
was western advertising representa- 
tive for the Kansas City Star an 
past president of the Newspape 
Representatives Association of Chi- 


George Noee 


cago. He is survived by his widov 
Grace, and a daughter, Grac 
Georgette. 
JOHN L. IHDE 

Buffalo, Feb. 7.—John L. Ihde, 


advertising manager of the VU. S 
Hame Company of Buffalo until he 
moved to Orlando, Fla., recently, 
was buried here today following 
his death at Orlando Jan. 31. He 
was 53 years old. A native of To- 
ronto, Mr. Ihde came to Buffa): 
when he was seven. 

He was associated with the Mat- 
thews-Northrup Works from 1903 
to 1925 when he helped found thx 
Whitney-Graham Company, Inc. H: 
served the latter concern as a di- 
rector and account executive fo: 
about five years. He spent the next 
three years in Pittsburgh and Cleve- 
land, and on his return to Buffa 
became associated with the Ham: 
Company. 


PAUL C. YOUNT 

Troy, N. Y., Feb. 7.—Paul C 
Yount, advertising manager for th¢ 
Hobart Mfg. Company since 1915, 
was buried here yesterday follow- 
ing his death of pneumonia Sunday 
at his home. He was 51 years old 
Mr. Yount joined the Hobart Com- 
pany in 1913 as manager of the 
Boston office, later going to the 
New York office prior to coming 
here. 

He served in the U. S. army dur- 
ing the World war, being stationed 
at Ft. Worth, Texas. He is survived 
by his widow; a daughter, Miss 
Caroline Yount, Kauffman, Texas; 
a brother, Brigadier General Barton 
K. Yount, assistant chief of the air 
corps, Washington, D. C.; and two 
sisters, Mrs. Allen A. Davis, Troy, 
and Mrs. A. L. Hartley, Imperial, 
Sask., Canada. 


JAMES F. FAY 

Boston, Feb. 6.—James F. Fay, 
head of the radio advertising firm 
bearing his name, died Feb. 2 at 
Newton, Mass., following a_ short 
illness. He was 57 years old, and 
was formerly in charge of national 
food advertising for the Boston 
Herald. He was also associated with 
newspapers before turning 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST., N.Y. C. 


241 E. ONTARIO ST., CHICAGO 
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HOP, SKIMP anv slomp/ 


x 


The world’s greatest salesman would soon find himself in a sorry slump 
were he to hop aimlessly about from customer to customer as fancy dic- 
tated, skimping on effort and enthusiasm. But, while one of the world’s 
best salesmen—newspaper advertising—is being slowly maneuvered into 
this dangerous practice, hardly an eyebrow is lifted. 


Almost any average national newspaper schedule illustrates a hip- 
pety-hop method of market selection and a skimpy use of space and fre- 
quency which eludes most earnest efforts to understand. (See typical ex- 
ample at right.) 


While national advertisers have come to plan their selling to con- 
form to rigid coverage areas of other media, usage of the most powerful 
medium at their command seldom follows either this or any other pattern. 


The most powerful medium? A few KNOW it. Others will find it 
out when they use newspapers with the coverage, frequency and consis- 
tency accorded other media, rather than as a reserve force to plug weak- 
nesses in the selling dike. 


This is one of a series of advertise- 


‘ Lae 4 
ments sponsored by ‘The Daily Onin "QHMEMGs MB,PACMAC V7 OA Ase 


homan and Oklahoma City Times in 
the interest of a better 

} 

| 


— 
understanding 
between advertisers, advertising agencies 


and publishers 
THE FARMER-STOCKMAN & MISTLETOE Express *® WKY 


OKLAHOMA CITY 


ot 


CAN YOU EXPLAIN IT? 


This is a typical example of newspaper space usage by national 
advertisers in 1938. Chosen at random for illustration, the prod- 
ucts are those of four leading cereal manufacturers. Each is na- 
tionally distributed, seeks identical consumer groups. The cities 
were chosen as representative of those in the 100,000 to 150,000 
group in each of the country’s six geographical divisions. Analysis 
of other city groups reveals similar divergent usage. Oklahoma 
City is listed for comparison. Sources: Media Records; U. S. Census. 


Cities Population LINAGE LINAGE LINAGE LINAGE 
Cereal“A" Cereal"“B Cereal"C” Cereal"D 
Scranton 143,433 980 5,879 26,012 185 
Jacksonville 129,549 1,680 5,527 
Des Moines 142,559 20,442 594 
El Paso 102,421 1,228 6,043 10,480 
Salt Lake City 140,267 745 16,899 394 
Spokane 115,514 1,715 16,012 457 
Oklahoma City 185,389 14,125 551 


*x KVOR. CoLoraApo Sprincs *# KLZ, DENVER 


COMPANY 
OKLAHOMA 


(Affiliated Mgmt.) #® THe Katz Acency, INC, REPRESENTATIVE 
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Announce Regional 
Public Utility 
Copy Contests 


New York, Feb. 7.—Regional con- 
tests are being introduced this year 
by the Public Utilities Advertising 
Association in its 1940 better copy 
contest. Regional winners then will 
be eligible for the national compe- 
tition. 

Copy, which to be eligible must 
have appeared between Jan. 1 and 


| 


| 


advertising for electric companies; 
merchandise newspaper advertising 
for electric companies; load build- 
ing newspaper advertising for gas 
companies; merchandise newspaper 
advertising for gas companies; 


| campaigns for all utility companies; | 


newspaper advertising for increas- 
ing business for transportation 
companies; employe magazines, em- 
ploye newspapers, bill enclosures 
for residential customers, for all 
utility companies; direct mail ad- 
vertising for all utilities; special 
booklets, pamphlets, etc. for all 
utilities; window and inside display 


Dec. 31, 1939, is classified as fol-|for electric companies; window or 


lows: public relations newspaper 


idvertising for all public utility 


companies; load building newspaper | painted bulletins, 


| 


inside display for gas companies; 
outdoor advertising of all types, 
posters, vehicle 


posters, etc. for all public utility 
companies. 
Regions in which preliminary 


copy contests will be held are New 
England, Upper Atlantic, Southeast- 


'ern, Middle West, Northwest, South- 


west, Pacific Coast. Thomas H. 
Spain, Public Service Electric and 
Gas Company, Newark, is chairman 
of the contest committee. 


York Advances Two 


John R. Hertzler, formerly gen- 
eral representative of York Ice 
Machinery Corporation, has been 
made general sales manager, and 
Ralph B. Meisenhelder, formerly 
assistant to the general sales man- 
ager, has been made assistant to the 
president. 


\Del-Mar-Va, Maryland 


Officers Re-elected 


All officers of the Del-Mar-Va 
and Maryland Press Associations 
were re-elected at their joint meet- 
ings at Wilmington, Del. Those 
named by the Del-Mar-Va Associa- 
tion are: W. Murray Metten, News- 
Journal, Wilmington, Del., presi- 
dent; Max Chambers, News, Preston, 
Md., vice-president; A. O. H. Grier, 
News-Journal, Wilmington, Del., 
secretary-treasurer. 

The Maryland Association officers 
who were renamed are: Leo M. 
Moore, Ledger, Havre de Grace, 
Md., president; J. A. McDaniel, 
Times, Federalsburg, Md., vice- 
president; S. E. Shannahan, Star- 


Democrat, Easton, Md., 
| treasurer. 


secretary - | 


MORE readers than 


any National Magazine! 


In Los Angeles, The Family Circle is read in 51% more homes 


than any woman’s monthly magazine. 


coverage! 


Every week, in 231 large chain grocery stores in Los Angeles, The 


Family Circle is available to customers who want it. That’s pene- 


trating coverage of active shoppers! 


Being housewives and active shoppers, Family Circle readers are 
naturally advertising-conscious. (Reader studies have repeatedly 
shown that FC’s advertising pages get unusually high attention.) 
That means penetrating coverage of active shoppers who will 


read your message! 


The Family Circle is the only women’s magazine 


That’s a penetrating 


that offers this sales-producing combination of 


penetrating coverage, 


100% housewife-customer 


readership, and high observation of advertising. 


For these 1,400,000 customer-families in your best markets, the 


cost of a full page of advertising is only $2800. 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK 


NEW YORK 


CHICAGO 


THE FAMILY CIRCLE 


ung macazines 


in Los Angeles 


ations of leac 


84,150 


Women's Monthly Magazines 


Ladies’ Home Journal 55,749 
McCall's 52,056 
Woman's Home Companion 41,713 
Good Housekeeping 34,010 
General Weekly Magazines 
Liberty 82,229 
Saturday Evening Post 70,440 
‘| ollier'’s 47,658 
i 
¥ 
(2 = in these cities of 50,000 population or 
{3 re, The Family Circle goes into more 
y homes than any national magazine. 
; 5 @6©BBerkeley Philadelphia 
F Chester, Pa. Portland, Ore. 
if Cleveland Pueblo 
\° Dallas Richmond 
| = Denver Sacramento 
jm El Paso Salt Lake City 
wm = CFort Worth San Diego 


SAN FRANCISCO f 
\ 
| 


4 Omaha 


( Fresno San Francisco 

Little Rock San Jose 

ie Lincoln Seattle 

rt Los Angeles Spokane 

i Oakland Tacoma 

i Oklahoma City Tulsa 
Washingto 


CALL FOR BEAUTY 


This new Chamberlain's Lotion counter 
display allows carton and bottle to be 


Forbes Lithograph Company 
was the producer. 


inserted. 


New Car Sales 
Up 39% in 1939; 
Chevrolet Leader 


Detroit, Feb. 8.—Chevrolet again 
set the pace in 1939 in new car and 
truck sales, while total sales, «|| 
makes, reached 3,153,717, a gain of 
39.8 per cent over 1938. To retain 
its top position, Chevrolet sold 598.- 
341 new cars and 173,867 new 
trucks. Ford was second with 481.- 
801 cars and 132,147 trucks, while 
Plymouth was third with 348,807 
cars and 10,139 trucks. 

The next seven manufacturers 
finished thus: Buick, 219,436; Dodge, 
178,222; Pontiac, 160,162; Oldsmo- 
bile, 147,097; Studebaker, 85,113: 
Mercury, 66,201; Chrysler, 64,436 
Studebaker jumped from tenth place 
in 1938 to eighth place in 1939, mak- 
ing a gain of 99.8 per cent to sel! 
87,212 cars and trucks in 1939. Mer- 
cury zoomed to ninth place in 1939 
from seventeenth place in 1938 
Chrysler dropped from ninth 
tenth. 

Graham and Hupmobile, out of 
production during most of 1939 
were the only cars which failed t 
show increased sales. Strikes lat« 
1939 handicapped Chrysler. 


Would Add Radio to 
Media in N. Y. Law 


Assemblyman Aaron F. Goldstein 
Brooklyn, has introduced a bill in 
the New York legislature which 
adds radio stations to the list of 
media which can be charged with 
misdemeanors for disseminating 
“untrue, deceptive or misleading’ 
advertisements. The penal law now 
includes newspapers, magazines 0! 
other publications, books, notices 
circulars, pamphlets, letters, hand- 
bills, posters, bills, signs, placards 
labels and tags. 

The Goldstein measure also gives 
owners and operators of radio sta- 
tions the same protection agains‘ 
false information from advertiser 
now enjoyed by publishers of news- 


papers, magazines and other publi- 
| cations. 


a 


INTERNATIONAL 
| PRINTING PAPERS 


— 
_— 


Ticonderoga Book | 
Champlain Book 


Saratoga Book 


Saratoga Cover 


| Lexington Offset 


| Made by 
INTERNATIONAL 
PAPER COMPANY 


20 East 42nd Street 
NEW YORK, N. Y. 2 
CHICAGO CLEVEL** 


BOSTON 
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ANOTHER STEP UP 


a | Gee 
P . asi 


Thomas H. Corpe, who has been ap- 
pointed general sales manager of Vega 
Airplane Company, Burbank, Cal., sub- 
sidiary of the Lockheed Aircraft Cor- 
poration. He will continue to direct all 
Lockheed promotion. 


Loss Leader Act — 
Wins in Wisconsin; 


,for the same products is not ma- 


terial.” 

The Wisconsin Retail Food Deal- 
ers’ Association and the National 
Association of Tobacco Distributors 
filed briefs defending the constitu- 
tionality of the act. Walter M. 
Bjork, assistant district attorney, 
prosecuted the case. 


Revises Ordinance 


In an effort to make its anti- 
handbill ordinance constitutional, 
the Salt Lake City commission has 
revised its provisions so that adver- 
tising matter may be given only to 
persons willing to accept it, and 
handbills and dodgers may be left 
on porches, doorsteps, in hallways 
and yards of residences only with 
permission of the occupants. 


Miller Heads Press 


Floyd J. Miller, publisher of The 
Daily Tribune, Royal Oak, Mich., 
was elected president of the Mich- 
igan Press Association at its annual 
meeting in Lansing. Other officers 
are: Al H. Weber, Observer, Che- 
boygan, Mich., first vice-president; 
Herman Millerwise, Blade, Sebe- 
waing, Mich., second vice-president; 
and Nelson D. Brown, Ingham 
County News, Mason, Mich., secre- 
tary-treasurer, re-elected. 


Four to Boyd 


J. Clement Boyd, Inc., Montclair, 
N. J., has been named advertising 
agency for Yankee Looms, Dalton, 
Mass.; Ethel Bellamy, Inc., Nutley, 
N. J.; Nishaune Building & Loan As- 
sociation, Montclair, N. J. and Old 
Mill Inn, Bernardsville, N. J. 


Extra!! Brewer 
Breaks New York 
Bock Deadline! 


New York, Feb. 7.—Fidelio Brew- 
|ery has beat the gun on the official 
|New York bock beer season. The 
| familiar goat’s head appears in the 


| brewery’s copy for its New Yorker | 


line, with four bottles of bock 
|priced at a quarter, plus deposit. 
| The New Yorker line is said to have 
|made phenomenal progress during 
the past few months. <A concen- 
trated campaign on the bock broke 
this week in several New York 
dailies. : 

Fidelio’s promotion will be met by 
the raised eyebrows of other local 


brewers, who are staging a coop- 
'erative drive of their own starting 
|March 1, proclaiming March 11 as 
'the time-sanctioned opening date. 
At that, the official date is the earl- 
iest it has been in 25 years. 

The latter campaign represents 
the joint effort of Brewers Board of 
Trade of New York and the New 
Jersey Brewers Association, com- 
prising about 27 brewers. Fifty- 
two newspapers in the metropolitan 
area will carry schedules running 
up to 1,700 lines each. Outdoor 
posters will also be used extensively 
in a program that exceeds last 
year’s drive by 20 per cent. 

Dillingham, Livermore & Durham 
is the Fidelio agency, while Batten, 
Barton, Durstine & Osborn handles 
the cooperative campaign. 

e 


Score Now 7 to 4 | 


| 

Milwaukee, Feb. 5. — Making the | 
seventh favorable decision, as | 
against four which were adverse in | 
various states, Wisconsin’s unfair | 
sales act to prevent sales below cost 
was upheld here Friday by Superior 
Judge Roy H. Proctor. The 20th) 
Century Market was fined $25 on| 
each of two counts charging sale of | 
Scott Tissue and Campbell’s Soup 
below cost. Judge Proctor stayed 
execution until Feb. 20, however, 
to permit an appeal to the State Su- 
preme Court. 

The Wisconsin law, like most of 
the others whose validity has been 
sustained by the courts, adheres 
closely to the language contained 
in the model act recommended by 


the Associated Grocery Industries 
Council. 


In Public Interest 


“The worthy purpose of this law | 
is unquestioned,” commented Judge | 
Proctor. “The practice of selling 
below cost results in chaotic busi- 
ness conditions, causes bankruptcies 
and leads to unemployment. In the 
end, these conditions prove disas- 
trous to the consuming public.” 

Asserting that fundamental con- 
sttutional guarantees must be in- 
terpreted in the light of current 
social and economic conditions, the 
court denied the defendant’s claim 
that the act is not uniform, but is | 
discriminatory and therefore uncon- | 
stitutional. 

“The law makes no classifica- 
tons,” he said. “It applies alike to 
all retailers and wholesalers. 
Whether there is a difference in 
prices paid by different merchants 


KAUFMANN & FABRY CO. 


“You bet we’re in NEWSWEEK! 
Why, it scored January advertising 
gains of 26% in linage and 58% in 
revenue over January, ’39... Any 
particular reason for asking? 


“Very particular! I happened to hear 
Johnson is doubling his campaign in 
NEWSWEEK .. . and you know his 
record for picking winners!’’* 


* NEWSWEEK is proving a sales winner because: The average NEWSWEEK family income 
is $4,851 per year... about four times the national average. 88.9% of those families fall 
into business, executive and professional categories. And they now number more than 
375,000 . ee ee ere eee ee Now it's NEWSWEEK! 
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Although the “Tell All” program 
designed by the Associated Business 
Papers, Inc., is intended primarily 
for the service of industrial and 
trade advertisers in their promotion 
to business buyers, it has some in- 
teresting suggestions for general ad- 
vertisers as well. 

While manufacturers of products 
bought by business and industry for 


either direct consumption or resale 
have had little difficulty with the 
kind of consumer discontent so 
much in evidence in the general 
marketing field, the “Tell All” phi- 
losophy might well be applied to the 
development of a copy technique 
which would answer most of the 
unspoken questions which consum- 
ers of all types are asking these 
days. 

The A.B.P. idea is that copy 
which gives facts and more facts 
does a better selling job. While it 


is not suggested that each advertise- 
be 
log function, 


ment made to perform a cata- 


both in the business 
in general media, con- 
tains a minimum of information and 
a maximum of appeal of a purely 
general it 
offers per- 
formance 
Industrial 


advertising, 


press and 


words, 
than 


In other 
promise 


nature, 
more of 


advertisers in partic- 


The Building 


interested in the building 
lield and the continued development 
volume of residential 
types of 
somewhat 


Those 


and 


of other 
construction 
disturbed 


investigations and prosecutions 


important 
nave been 


the 


by 


which have been under way by the 
federal government Indictments 
have been returned against groups 


of building 
contractors and labor unions 
under the Sherman anti-trust 
and Thurman Arnold, of the 
purtment of Justice, insists that 
found evidences of 
and price-fixing. Since the prosecu- 
tions begun, Mr. Arnold 
nave dropping 


manufacturers 
terials, 


On ma- 
law, 
De- 
he 
has collusion 
have Says, 
prices been 
number of centers. 

Building interests fear that the 

unfavorable publicity which the in- 

. dustry receiving 
these prosecutions 

effect of discouraging prospective 

builders, especially in the 

field, from going ahead with 
their projects. If they are convinced 
that prices held at an 
artificially and that 
through government action § they 
may forced down, they would 
have a reason for holding up the 


nm a 


result 
have the 


1S as a 


may 


home- 
owner 


have been 
high level, 


be 


in- 


resruaty 12, 


| the 


|of consumers in their 


it is evident that much | 
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“Tell All” how Consamare 


ular have been working steadily to | 
improve copy technique and to do| 
a better sales job in the business | 
The National Industrial Ad- | 
and its vari- 
ous local chapters have devoted a 
great deal of attention to studying 
copy, While the Copy Chasers, made 
famous through their department 
in Industrial Marketing, have driven 
not few sacred cows out of the 
advertising enclosure by encourag- 
ing a more factual and specific ap- 
proach to buying problems through 
industrial advertising of the right 
type. 

“Tell All” is a story of improved | 
copy which will get an interested 
and probably enthusiastic hearing 
from advertisers and agencies in 
trade and industrial field, but 
there is no reason why general ad- | 
vertisers should not find a lot to| 
think about in this new approach. | 
While not all of the dissatisfaction | 
relations with 
can more 
detailed presentation of product in- 
formation, it true that 
many of their complaints relate to | 
that phase of the situation. 


press. 


vertisers Association 


a 


business be solved by a 


1S 


equally 


Giving | 


consumers more facts and making it | 


evident that the manufacturer is 
anxious to tell all the buye1 
to know about product 


like 


his sounds 


good sales strategy 


Investigation 


wants | 


itiation of their building projects. 

A sound point of view is taken, 
however, by Engineering News- 
Record, which has editorially en- 
|}dorsed the continuance of the in- 
vestigations. This authority points | 
out that while practices in the | 
building field are not perfect, they 
have been in general fair to the 
public. In the specitic cases in 
which there has been collusion 
among the various groups, it is to 
the interests of the industry. as well 
as the public, to expose it. 

“Those indicated so far,” says 
Fugineering News-Record, “may o1 


of | 


| the racket stigma, 


may not be 
if building 
prices 


guilty as charged, 
materials 


but 
supply 
being held up by collu- 
coercion, or if the materials 
are being kept out of some markets 
by intimidation, 
for 


or 
are 
sion or 
labor this new ma- 
correcting such abuses 
be abandoned before it 
has been tested further. 
“Business practices in the 
struction industry at large are fair, 
honest and constructive. The ma- 
jority of the industry needs to have 
placed on it by a 
minority, removed Mr. Arnold's 
probing should be continued.” 


chinery 


should not 


con- 


| to 


KNOTTY PROBLEM IN ~ SALESMANSHIP 


ba ato 
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‘| might be interested. Here—c'mon in and see me.” 


Ad-libbing 


NEW TECHNIQUE 


Swishing Lovoris gives your mouth ond 
throat a “new leote on life” —every day! 


wishioa neans 


SWISHING 

LAVORIS 

TAKES THAT 
‘OVER-SMOKED’ 
FEELING OUT 
OF MY MouTH! 


THE STOMULATING 
MOUTH WASH AND GARGLE 


How to freshen up, as related by Lavoris 
in "This Week.” 


Marital Happiness Note 


Something new has 
into the oral antiseptic advertising 
field, crowded for lo, these many 
years with dire warnings about 
brides left waiting .at the church, 
lost jobs and sales because of bad 
breath. New Lavoris copy talks 
pointedly enough about the prod- 
uct’s ability to give “your throat 
a ‘new on life’-—every day,” 
but doesn't preach hell and damna- 
tion. Yet we believe we can detect 
a subtle marital happiness note be- 
tween the lines and pictures of the 
pictorial lesson in the new way to 
use the product. The user is urged 
“swish” his mouthful from side 
to side in a quiet, gentlemanly per- 
formance. Widespread adoption of 
this technique should do much to 
lower the divorce rate. Why? Be- 
cause unofficial information on this 
subject indicates that many wives 
reach a definite decision on this at 
the moment when hubby, after be- 


“swished” 


lease 


| With hoarse, croaking gargle, 
blatant enough to kill the 
vestige of romance 
Jane Is Marvelous 

Anyone who has ever attempted | 


|}ment 


having badly the night before, stag- 
gers sleepily into the bathroom, 
takes a good draft from the bottle 
of antiseptic, leans back and lets go 


to ski knows it’s a darn precarious | 
}ence between sales promotion and 


business, and certainly not the mo- 
for small talk. Yet a recent 
newspaper ad for Modess pictured 


| two girls blithely zipping down a 


|} mountain 
| > 

| time 
| about 


side and—at 
conversing very frankly 
the virtues of the product. 
The head reads: “You're Marvelous, 
Janey! If I were you, I'd be ready 
to drop!” And we, think Jane 


the same 


too, 


is marvelous to be able to put across | 


a good sales story and handle a pair 
of skis at the same time. 


_Mixed Drinks 


| trade 


Unique stunts of the week include 
an advertisement of P. Ballantine 
& Sons for its ale which has for its 
focal point a milk bottle. A copy- 
wise Tomcat sees a spilled bottle of 
milk with the fluid forming cir- 
cle. He deftly pulls the bottle 
around to make circle number 
and then number three, 
pleting the well known 
mark of “Purity, 
Flavor.” 


The Fur Coat or the Dog 


A querulous correspondent calls 
our attention to the current adver- 
tisement of Hartford Accident and 
Indemnity Company which asks: 
“Which should you insure first? 
Your wife’s fur coat or dog?” 
If friend wife question, 
there’s probably answer. 
The insurance copy, however, 
that answer Its answer 
is this: 

“Your 


a 


thus com- 
Ballantine 
Body and 


yout 
asks the 
only one 
Says 
is wrong 


dog! Here’s why. If the 
fur coat is stolen or destroyed be- 
fore you insure it, your loss can’t 
exceed the value of the coat. But 
if your dog bites someone, you may 
be faced with a damage suit run- 
ning into thousands of dollars 

“By all means insure both- 
guard against the possible 
first!” 

Copy pictures the wife, 
coat and the dog. The only 
gruous note that, while 
coat looks expensive, the 
like he was everyone's 
stead of a potentially savage beast. 
Anyway, we think it’s good copy. 
It reminds us of the uproar caused 
some years back when Frank Stock- 
ton wrote “The Lady or the Tiger.” 
Mr. Stockton’s denoument never 
Was satisfactorily solved. 


—but 
big loss 


the fur 
incon- 
the fur 
pup looks 
friend in- 


is 


two | 


Information 
for 


Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agency 
executive writing on his busi 
letterhead. 

No. 


1592. Prosperity Returns 


Western Canada. 

The Western Canadian farmer 
back in the buying market, accord- 
ing to this folder issued by The 
Western Producer, Saskatoon. In 
addition to reasons for the spend- 
ing-money, the folder offers a map 
of the western provinces, with 
circulation breakdown. 


No. 1593. A Story of Big Adver- 


tising Results in a Small City. 
The results of transportation ad- 
vertising of eight local advertisers 
in Jefferson City, Mo. are reported 
in this folder, issued by Barron G 
| Collier. 


'No. 1591. Market Facts About the 
Intermountain Empire and Salt 
Lake. 
| The 1940 edition of facts about 
| this four-state market has been is- 
sued by the Salt Lake Tribune- 
Telegram. It includes detailed data 
/on wholesale and retail trade, 
| dustries and income, with splendid 
| photographic illustrations. One sec- 
tion is devoted to circulation figures 
}and another to the papers’ editoria! 


in- 


li st set-up. 


No. 1589. 
ing Too. 
This booklet, 


Catalog Service, 


And Promote Buu- 


Sweet's 
differ- 


issued by 
shows the 


| buying promotion, defining the lat- 


| ter and showing the position it oc- 


|cupies in industrial marketing. It 
|describes means of organizing and 
coordinating buying information. 


| No. 1578. Sioux Falls, a $50,000,- 
000 Market. 

The Sioux Falls Argus-Leader 
has issued this brochure-full of 
facts and figures, with maps and 
illustrations, on Sioux Falls and its 
trading area. It covers population, 
income and sales, tabulates_ the 
value of manufactured products ana 
farm crops and gives details on th« 
editorial features and circulation o! 
the newspaper. 


No. 1579. The Hon 


Market Book. 

An impressive job has been don 
by The American Home in thi 
market book which defines anc 
maps 94 metropolitan districts 0! 
the country and their retail shop- 
ping areas. Each district carries 4 
tabulation of population, reta! 
sales, buying power and hom 


American 


with a _ specially prepared map 
which correlates the data. The 
book is available without chars: 


only to national advertisers anc 
their advertising agencies. 


No. 1584. How Big Business Bu 


Its Passenger Transportatio 
This study, issued by The Tras’ 
World, shows the manner in which 
traffic departments of industria 
and commercial concerns buy Pas- 
senger transportation for compan} 
departments and employes. The 
scope of the influence held by traf- 
fic departments in the selection of 
routes and carriers, shown in 
the survey, indicates the importance 
of this market for passenger se! 
ices 


aS 


No. 1583. Providence Market Data 


The Providence Journal-Bullet 
has issued this data book on Rh oe 
Island and the Providence ma! 
dealing with people, homes, !nc‘ meé 
manufacturing, etc. There 
breakdown of newspaper cove! 
and a reader survey with grep 


showing reader interest, pas' he 
page, for specified issues of Bh 


Sunday Journal and evening 
letin. 
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is being enlisted by 90 detail men. 


~ RETURNS TO BBDO 


According to H. W. Roden, presi- 


ident of the concern, giving desserts 


New Directory Lists 
Products, Literature 


A new 


Repeat Show on WOR 


Liggett & Myers Tobacco Com- 
pany, New York, has expanded its 


Tie Campbell Soup 
to “More Milk” Plea 


9-p; irector S | - : > dairy i strv is 
to very young children is now), a ue Ph eal mn viral — | program, featuring Glenn Miller and , Support of pow hy? Mewar? Mo 
established practice among leading issue by Auls-Chaimers Nig. Com- his orchestra, with a repeat broad- eins encouraged D} Van I duet I 
Se ee |pany, Milwaukee, lists all of the| Station WOR. Newark. The|CO™Mpany in its February advertis- 
pediatricians, and tests conducted | 7 oo Ae ie ak iho _., |cast on Station , Newark. e|* , dobiine tim tae “Clee 
| ccempany s products an iterature srogram heard on Tuesday and ing by featuring the 1eme, rive 
on the Clapp product have estab-| 4, well as Allis- Chalmers trade | hyOSham . - lism hia} Your Child More Milk.” Enriching 
] i its suitability for the infant! pn: ~ Silence senpgy mts | Wednesday over the Columbia} *P™. : sag none re 
ished its suitability for the infant’ names. Where literature is avail- |Broadcasting System. is repeated | Campbell soups by addition of 
diet. A squad of consumer coun-j| able on any specific product, the whe ‘ameerintion a WOR = Sum. milk also gets a play. 
selors as years av 2 > k 1 italics slp Si ‘ ~ lie » -rati airy managers is 
selors. who in past years have | numbe1 of the booklet is in italics day and Monday. Newell-Emmett Cooper ew nde. sa ite 
brought the Clapp food story di-|in parentheses after the name of Company, New York, is the agency. being enlisted by — - posters, 
lrectly to mothers, will now turn | the product. — , streamers and store displays sug- 
itheir attention to Rennet Products listed in the directory gesting that milk makes an ideal 
| — - e ! number 1,610, and 350 bulletins and Picks Oswald Agency }adjunct to Campbell's soups 
Costing 15 cents, the dessert other engineering aids are cata- - a 
;comes in six different flavors, va- | jogued. Oswald Advertising Agency, Inc., m 
nilla, chocolate, lemon, orange, | 1600 Arch street, Philadelphia, has Names L. M. Cottin sa 
maple and raspberry. Aside from its |been named advertising counselor | 
=P +f on th ae _ t is s = Adds Checkett by American Water Softener Com- | Clergymen’s Supply Company, eee 
dessert ponerr we na tr hi sailk T. W. Checkett, for the past 25) pany, Philadelphia, | manufacturers | New York, has appointed Louis M. 
gested as an ideal ingredient reba years a member of the Hearst news- of water conditioning equipment. | Cottin, New York, to handle adver- 
| shakes, egg-nogs and hot drinks. paper sales staff in Chicago, has, W. D. Lindsey is account executive. | tising of its religious leather prod- " 
Young & Rubicam, New York, is} joined Chicago Elevated Advertis- | Trade and class publications will be | ucts. Business papers and religious 


| the agency in charge. | ing Company. used ‘publications will be used 


Charles H. McDougall, former art direc- 


tor of Batten, Barton, Durstine & Osborn, 

Inc., Chicago, who has returned to that 

agency in an executive capacity. He 

will divide his time between the Chicago 
and Minneapolis offices. 


Rennet Dessert 
Added to Clapp 
Baby Food Line 


Hope to Sell Product 
to Ailing Grown-ups as 
Well as Children 


Rochester, Feb. 7. 
ong-delayed “natural” been 
idded to its line of chopped and 
strained baby foods by Harold H. 
Clapp, Inc., in the form of a rennet 
dessert, which will receive’ the 
benefits of heavy promotion as soon 
as national distribution 
lished. 
| Unlike Clapp’s meats and vege- | 
tables, the new product will be 
pushed with an eye to adult con- 
sumption, as well as that of taste- 
conscious infants and children. In- 
ismuch the product contains 
rennet, an enzyme which makes 
cow’s milk more digestible, the 
grown-up appeal will be directed 
primarily to convalescents, persons 
with gastric ulcers and those who 
io not like drinking plain milk. 


An apparently 
has 


is estab- 


as 


Six Different Flavors 


The new dessert is getting off to 
1 flying start via a sampling cam- 
paign, in which free packages are 
iffered for labels from cans of the 
baby foods. One minute spot an- | 
nouncements, five times a_ week, | 
re the main vehicle for bringing |} 
news of the offer to housewives. A | 
)- ampaign been scheduled in 
a grocery publications, and retailers 
1 il be amply supplied with win- 
S ’ streamers and counte: id 
p Copy will heavils 

e al support for the d 


Amann Bu UCM, 
wes (0? Oven YS 
eee . ¢ "lag 


| 
| 


Agency: LORD & THOMAS 


has 


lean 


u LBC. 
al months period ending 
31. 1939; 


Statement for sts 


December 


rm NET PAID CIRCULATION 


| 1,006,762 


- Largest unit of all-man 


RESEARCH CITATION 
amd 1939 AVM MERIT AWARD 


circulation. 


The American 


: | LEGION 


MAGAZINE 
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Customer Research 
Staff Set Up 
by Frigidaire 


Dayton, Feb. 7.— Frigidaire Di- 
vision, General Motors Sales Cor- 
poration, has formed a “customer 
research staff” to find out what the 
customer wants in electric refrig- 
erators, ranges, water heaters, air 
conditioning units and commercial 
refrigeration equipment. The new 
research activity will begin Feb. 15, 
with headquarters in Dayton. 

The organization will be pat- 
terned after the famous customer 
research activity in the automobile 
market conducted by General 
Motors Corporation in Detroit. 

Both product design and sales 
policies will be governed by the re- 
sults of this new work. Coopera- 
tion of Frigidaire dealers will be 
sought in the program, which will 
include surveys of the farm and re- 
placement markets. 


Emerson to Roebling’s 

Edward D. Emerson, formerly 
with Babcock & Wilcox Tube Com- 
pany, Beaver Falls, Pa., has been 
appointed general manager of John 
A. Roebling’s Sons Company, Tren- 
ton, N. J., manufacturer of wire and 
wire products. 


Lighting Fixture Group 


18 Manufacturers Form 


Lowered Price 
Gets Call in 
New Oneida Copy 


'8 for Price of 6' to Be 
Featured in Community 
Plate Promotion 


Designed to revitalize the lighting 
equipment industry and supply a 
central body for coordination with 
other industries, the American 
Lighting Equipment Association has 
been formed by 18 manufacturers. 
A primary phase of its activities will 
be the creation of a board of design 
to pass on manufacturers’ designs 
and create new designs for mem- 
bers. 

In order to promote correctly de- 
signed overhead central lighting | 
for homes, the association also| 
plans to work in conjunction with | 7 ' 
related industries. Its program in-| Oneida, N. Y., Feb. 6—Following 
cludes cooperation with architects,|announcement by Pierrepont B. 
eyesight specialists, illuminating | Noyes, president of Oneida, Ltd., 
engineers and members of other in- that prices of Community Plate 
terested professions. J. W. Milford | cijyverware would be reduced, the 
& Associates, New York, is the Pro= | company this week revealed plans 
motion and public relations counsel. ter o teed magazine advertising 
{campaign featuring this price ap- 
Harwood Changes Name _ jeu). 

Harwood Company, New York,| Copy to appear later this month, 
has changed its name to Space aay | and continuing through June in 11 
Time Service, and has moved to 655 magazines, will stress “8’s for the 
Fifth avenue. Irving Horowitz con- | price of 6's.” All eight-piece sets 
tinues as managing director of the|* ...~ ws : : . 
publishers’ representative. | will be offered at the former pres 

,of service for six. Copy will cite 


: . three reasons for the reduction, in- 
Axelsen Joins Harris resigned | cluding lowered costs of pure silver, 
as promotion manager of Station | om ee = pe ge aes ae 
KSL, Salt Lake City, to become | ®™@™m of research a oderniza- 


vice-president of R. T. Harris Ad- | tion enabling improved quality and 
vertising Agency, Salt Lake City. 


reduced costs, and increased sales 


\ 


\ SY \ 
SS 
N 


Mt. Hood Soap Company boosts volume 
over popular Northwest radio station! 


Twin Sales Beacons in the prosperous 


Pacific Northwest are 


stations that lead in listener prefer- 


ence and sales results. 


NBC RED 


620 KG sooo warrs wes 


radio stations 
KGW and KEX. To get your share of 
1940 volume in this territory, pick the 


@ Most folk like good advice, just as they like good soap. 
Realizing this, the Mt. Hood Soap Company of Portland 
has been using Oregonian radio station KEX to air a three- 
times-a-week daytime program to women. Stars of the pro- 
gram are two— Mt. Hood's Borene Soap Granules and The 
Oregonian’s popular correspondent on personal affairs, 
Marian Miller. Miss Miller's radio visits to a receptive 
audience form an effective background for the sales story of 
Mt. Hood Soap Company. Just how effective is best told by 
Adolph L. Bloch, agency in charge, who reports: 

“Since the time that our program ‘Marian Miller's Prob- 
lem Corner’ started on KEX we have had very good 
response in audience mail and dealer comments. 

There has been a marked increase in the sale of Borene 


Soap Granules due to this program.” 


1160 KC conrmcous NBG BLUE 


RADIO STATIONS OF THE 


OREGONIAN 


PORTLAND + OREGON 


REPRESENTATIVES: 


EDWARD PETRY & COMPANY, INC. 
NEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


| 
| 


——e 


COMMUNITY OFFERS PRACTICAL BENEDICTION 


oF, “ f 
Lileaa lou fans COMMUNITY IN THIS PRACTICAL Way 


* 
; 


COMMUNITY PLATE 


cadbovaticn tn Hoacg ~ MeMlirrely 
7 


Reduction in the price of silver has enabled Community to sell eight teaspoons 
for the price formerly asked for six, the company will say, in a heavy magazine 
campaign now in preparation. 


of Community Plate which doubled | New Directorate 


the mark of the previous year in 
1938. 

A total of 23 insertions will ap- 
pear in the following publications: 
The American Magazine, Better 


|Homes & Gardens, Bride’s Maga- 


zine, Cosmopolitan, Good House- 


| keeping, House & Garden, Ladies’ 


Home Journal, Mademoiselle, Mc- 
Call’s, The Saturday Evening Post, 


and Woman’s Home Companion. 
| 


| 


Contrary to Trend 


Copy will be built around the 
price story by pointing out that 


|most consumer prices are rising, 


but that Oneida feels that the sav- 


jing now possible in its manufactur- 
|ing cost should be passed along to 


|line to be used reads: 


One provocative head- 
“Must the 
price of everything go up? ‘No,’ 
say we at Community . . . and prove 
it by lowering prices!” 

Copy will also point out that 
“since no one can foretell when 
silverware costs may be seriously 
_affected by rising world prices, why 
not know the happiness of owning 
Community Plate now, while we can 


purchasers. 


| offer you ‘8’s for the price of 6’s.’” 


| Batten, Barton, Durstine & Osborn, 
| New York, is the agency 


In Larger Quarters 


| New 
quarters at the same address. 


for Distributors 


The Advertising Distributors of 
America, Inc., elected the following 
directors at its recent meeting in 
Chicago: 

Arthur Adler, James T. Cassidy, 
Inc., Philadelphia; Jean Blum, 
Blum’s Advertising Agency, San 
Francisco; M. A. Cannon, Baltimore 
Distributing Company, Baltimore; 
Ralph L. Goodman, Big 4 Adver- 
tising Carriers, Chicago; John Kelly, 
Molton Distributing Company, 
Cleveland; Harry Peck, Peck Dis- 
tributing Corporation, New York; 
Pat Roach, Accurate Distributing 
Company, Toronto; Harry Sklar 
Michigan Advertising Distributing 
Company, Detroit; Arthur Spandau, 
Publicity Distributing Company, 
Pittsburgh; George Ueber, Ueber & 
Sons, Milwaukee; A. B. Weyl, Pion- 
eer Distributing Company, Indian- 
apolis; Roy Ziegenfuss, Triple A 
Advertising Carriers, St. Louis. — 

Mr. Goodman was elected chair- 


man; Mr. Ziegenfuss, president, 
Messrs. Ueber and Roach, vice- 
presidents. George Johansen, Ad- 


vertising Distributors of America 
New York, was elected vice-presi- 
dent; I. M. Schwartz, Big 4 Adver- 
tising Carriers, Chicago, secretary- 
treasurer, and Clarence Peterses 
assistant secretary, with offices i” 


| Chicago. 


‘Set Meeting Date. 


Ideas Unlimited, 1133 Broadway, | 
York, has moved to larger 


The Toilet Goods Association w il] 
hold its annual convention in New 
York, May 14-16. 


Your Southern Prospect 5 


READING CHOICE 
IS YOUR BEST 


SALES CHOICE 


Hardware as 


ee 


* 
In the South, 85% of your 9,000 prospects ~ ti 


the most in- 


up with merchandising and marketing trends 
(twice as many as Southern Hardware’s near 


choose Southern 

formative, and interesting means of keeping 
\ competitor). It is the popular choice be 

cause it is Southern in language, viewpoint» 

and appeal. Your use of Southern Hardwar: 


as a supplement to your sales efforts will b 
well worth the small investment 


Get further information TODAY—Write to— 


| ATLANTA, GA. _ 
+ Thorough Coverage of Specialized Ma 
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National Drive 
fo Herald New 
Air Service 


Chicago and Southern 
Pushes New Equipment 
in Many Media 


St. Louis, Feb. 8.— Chicago and 
Southern Air Lines will launch a 
nation-wide advertising campaign 
in March, April and May to focus 
attention on a fleet of new 21-pas- 
senger Douglas planes to be in serv- 
ice May 1. The program will be 
synchronized with the Air Trans- | 
port campaign, prepared by Erwin, | 
Wasey & Co., which will stress the 
safety record of the nation’s air- | 
lines | 


10,000 Reprints 


A full page will be taken in 
April Fortune by Chicago and 
Southern Air Lines, and 10,000 four- 
page reprints of Fortune’s April 
cover will be sent to the airline’s 
past passengers and prospects. The 
airline’s new planes, flying officers 
and stewardesses will be spotlighted 
in half pages in April issues of 
Collier’s, Liberty, Life and The 
Saturday Evening Post. 

Douglas Aircraft Company will 
exploit the new Chicago and South- 
ern Air Lines service in Nation’s 
Business, Newsweek and _ Time. 
Aviation trade journals to be used 
in the campaign are Aero Digest, 
Airlanes, American Aviation, Avia- 
tion, National Aeronautics, Sports- 
man Pilot, and Western Flying. 


Other Promotion Planned 


Other publications to be used in- 
clude American Business, Business 
Screen and country club magazines. 
Painted billboards will be used in| 
Chicago and St. Louis, and poster | 
boards on the Chicago Elevated 
System. Half-page space will be 
taken in Chicago, St. Louis, Mem- 
phis and New Orleans newspapers 
several days before the new planes 
are placed in service May 1. 


Bounds in Charge 


Spot announcements and 15-min- 
ute transcriptions will be used on | 
Stations WSMB, WWL, and WDSO, 
New Orleans; WSBO, Baton Rouge, 
La.; KROC, Rochester, Minn.; 
WCBS, Springfield, Ill.; WCCM, | 
Gulfport, Miss.; WTMV, East St. 
louis, Ill; KXOK and WEW, St. 
Louis; WMPS, Memphis, Tenn.;| 
WGRM, Grenada, Miss. and WCLS, | 
Joliet, Ill. 

A direct mail campaign will start 


the last of April among travel 
agents and hotel transportation 
bureaus. 


Oakleigh R. French and Associ- 
ites, St. Louis, handle the adver- 
tising for Chicago and Southern. 
George E. Bounds is in charge of 
iirline’s advertising and pub- 


city 


CAN YOU SELL 
DISPLAYS 


To National Advertisers 
In Quantity? 


‘| you can we have an attractive 
Proposition in open territories. No 
ebjection to your selling kindred. 
non-competitive lines. We are 
creators, designers and manufac- 
‘turers of permanent, point-of-sale 
“splays with over twenty years’ 
experience serving leading manu- 
‘acturers fram oast - to - Coast. | 
WRITE. do not telephone or call 
personally. State qualifications 
tully. Mention territory covered. 


CRYSTAL MFG. CO. 


1725 Diversey Blvd., Chicago 


Yates Announces 
Catalog Service 


Richard Yates, consultant for sev- 


| eral years for the F. W. Dodge Cor- 


poration on both Sweet’s Industrial 
and Architectural catalogs, has left 
that company to start a special serv- 
ice organization for the design, pro- 
motion and distribution of indus- 
trial catalogs, sales and operating 
manuals and the drafting and com- 
pilation of specifications on indus- 
trial products. 

Offices of Richard Yates & Co. 
are at 43 E. Ohio street, Chicago. 


RCA Names Pachter 


D. A. Pachter Company, Chicago, | 


has been named national premium 
representative of the Radio Cor- 
poration of America. 


| oe 
i r 
i = 

Si 


WIN PROMOTIONS 


| Samuel P. Epstein (left), sales manager 


of Bulova Watch Company, New York, 
has been elected vice-president of the 
company. Raymond F. Warren, adver- 


tising manager, gets the additional title 
of assistant secretary. 


Schubert to Detrola Joins Creative Agency 3 

W. J. Schubert, until recently ad- Harold F. Reinhardt has been ap- eg 
vertising manager for Carl Zeiss,| pointed art director of Creative 
ee New York, has been made} Agency Associates, Detroit. He for- 


sales manager of the camera di-|merly was with Campbell-Ewald 
— of the Detrola Corporation, | Company, Gray Garfield Lange 
I etroit. iInc., and Walter Pomering Studios 


Christopher Named ‘Edwards Appoints 
W. E. Christopher has been | igs 

|named technical production man-| Whipple and Black Advertising 
|ager of Sherman & Marquette, Inc.,|Company, Detroit, has been awarded 
|Chicago, after serving three years | the account of Edwards Mfg. Com- 
in a similar capacity with Stockton, | pany, Flint, Mich., maker of meta 
| West, Burkhart. Inc.. Cincinnati specialties and kitchen appliances 


| Lewis to New York West to Gaines Food 


| James C. Lewis, advertising rep- G. Ollie West, formerly sales 
;resentative for Popular Mechanics;manager of Chappel Bros.’ Phila- 
jin Ohio, Indiana and Kentucky for!|delphia office, has joined the sales 
'five years, has been transferred to | organization of Gaines Food Com- 
the New York staff. pany, Inc., Sherburne, N. Y. 


FROM READERS— 


a deluge of enthusiastic letters . . . over 99% say 
that, in its new dress, it’s the cat’s whiskers .. . 
more than 50% are now giving it the cover-o-cover 


treatment. 


FROM ADVERTISERS— 


a volume of business that is within $19,000 of the 
total amount carried in the entire year of 1939. 
And that’s pretty much the cat’s whiskers too. 


of 


| HE FASTEST MAGAZINE ON NATIONAL AFFAIRS | 
Monday thru Friday explained « interpreted: delivered Boston to Los Angeles the following Monday 
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~»+ For the last 7 years devoted 
exclusively to the one theme of 
greatest importance to impor- 
tant people... 
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throughout the year set new marks 
| for all periods. Sears’ best previous | 


1939 Sales Totals 
for Sears, Ward 


year was that ended Jan. 29, 1938, | 000,000, based on a distribution of | 
| 7,000,000 at each time at a cost of 


when it reported a total of $572,- 
874,101. The biggest year to year! 
jump in the past 52 weeks was that | 
reported for the period ended Nov. | 


8, when sales were 29.6 per cent | 4 
Set New Record S225 83 '$501,819,100 for the 


Although Sears executives have | 
|been chary of extensive comment | 

A ) 
Former verages Better during the year regarding the 


Tha n $2,000,000 Pe r| almost phenomenal rise in sales, it 


lis believed that major factors con- 
Day for 52 Weeks tributing to the gain include the 
Chicago, Feb. 8. 


new catalog treatment adopted last 

Although some| year; the continued availability of 

advertisers may sigh longingly for|the time payment plan; aggressive 
the good old days of 1929, Sears,| merchandising effort and, of course, 
Roebuck & Co. and Montgomery the improvement in both rural and 
Ward & Co. are definitely not| urban buying power. The informa- 
among them. Both of the big mail! tion that most people would like to 
order houses took a long blast on|have, but which Sears has kept 
the prosperity horn this week in| pretty quiet about, is the relative 
announcing that sales for the 1939 portion of sales accruing from urban 
fiscal year had reached new records. | and rural areas, as compared with 

Sears’ total for the 52 weeks was|the picture ten years ago. 

$657,061,593, an average of more Although it refrains from heavy 
than $2,000,000 for each business! magazine or network radio adver- 
day, and 22.9 per cent higher than|tising, Sears probably qualifies as 
the $534,741,427 reported for the| the largest advertiser in the nation 
year ended Jan. 29, 1939. ‘because of its extensive newspaper 


stores in each city. Catalogs issued 
twice yearly cost an estimated $14,- 


$1 per copy. 

Montgomery Ward passed the half 
billion dollar mark for the first time 
in its history, reporting a total of 
fiscal year 
ended Jan. 31. This was 15.9 per 
cent better than the previous high 


| mark of $432,813,501 reported a year 


ago. January, 1939 sales were 21 
per cent ahead of 1938. 


STANDARD BRANDS REPORTS 
DECLINE IN ‘39 EARNINGS 


New York, Feb. 8.— Report of 
Standard Brands, Inc. and subsidi- 
aries for 1939 showed a net in- 
come of $7,356,308 as compared 
with $8,721,305 for 1938, a decline 
which may have its reflections in 
current gossip concerning changes 
in the company’s management set- 
up. Despite the drop in net income, 
sales showed a gain, totaling $108,- 
854,155 as compared with $108,287,- 
954 in 1938. 


F. W. Woolworth 
Net profit for 1939 was $29,310,- 


a el nr j}and catalog expenditures. Accord- 
New Marks for All Perleds ing totestimony given the Monopoly 
Not only did Sears set a new Committee last year, it is the big- 
record in its yearly total, but totals | gest user of newspaper space, with 
for each four weeks’ reported! most of this being placed by local 


353 as compared with $28,584,944 in 
| 1938. Domestic volume, including 
|sales in the United States, Canada 
| and Cuba, totaled $318,839,664, the 
| highest in company history and an 
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true Stlouis market 
extends far beyond the city 
boundaries -#©- and crosses 
the nation's biggest river 
to join rich portions .f|Missouri 
and IIlinois in the compact 49% 


Gs A famous new 
Serving Stlouis covers tis lus 
madeet for the smart advertiser 


“ 


> 
a 
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COVER ILLUSTRATION DUPLICATED BY WRIGLEY 


for your daily - thes heelthty! delicrows 


DOUBLEMINT GUM Living Romances 


Still intent on the unusual, Wm. Wrigley, Jr., Company, Chicago, utilized the gir 
on the cover of March “Living Romances” for a back cover advertisement. 


increase of 4.7 per cent over the Plan $94,676 Drive 


otal. ° ° 
hee for Atlantic City 
Household Finance Corp. | ‘The 1940 Atlantic City munici 
Net income for 1939 totaled $6,- | advertising budget, scheduled i 
045,017 as compared with $6,160,- | final enactment Feb. 15, totals $94,- 
913 the previous year. Loan volume |676. This oe, $45,000 = for 
increased, however, with a total of | B¢Wspaper and Magazine space, and 
70,140,096 in customers’ notes on | $9,900 for billboards, totalling abe 
hand at the close of 1939 as com- O08, compared with 900,251 spent 
cares atl hang . ee |, |for these media in 1938, the |; 
pared with $59,499,687 a year earl-| year for which an accounting has 
ler. been made public. 
Other expenditures contemplated 
Jewel Tea Company include $10,000 for the Showmen’s 
Net income for 1939 totaled $1,- Variety Jubilee which stages the 
583,177 as compared with $1,423,-| Atlantic City Beauty Pageant, $12,- 
959 in 1938. Sales totaled $24,782,-|000 for the municipal convention 
383 as compared with $23,726,533 | bureau, $16,176 for the city pre 
in 1938. bureau, and $2,500 to continue 1 
|Atlantic City exhibit at the Ns 
| York World’s Fair. 


United Service Gets 


Sears Home Account Colton Adds Norris 
The Eastern Modern Homes Di- Dwight W. Norris, formerly s 
vision of Sears, Roebuck & Co. has | manager of Stations WBZ, Boston, 
placed its advertising with United | and WBZA, Springfield, has joined 
Service Advertising, Newark, N. J.| Wendell P. Colton Company, Bos- 
Emanuel London, president of | ton, as account executive. 
United Service, will be in charge of | —_—— 
the account. x ; 
Newspapers in the metropolitan Hudson's to McGivena 
area will be used to introduce the |__Hudson’s Bay Company, New 
Sears two-way purchase plan, by York, has appointed L. E. McGivena 
which lot owners may build a home | & Co., New York, to handle adver- 
without cash and those who do not |tising of its Best Procurable Scotch 
own a lot may build on a lot of | Whisky. 
their own choosing after a small | - 


down payment. ; To “Country Life” 
WORL N es Forjoe Edgar H. Telfer, formerly with 


: Harper’s Bazaar, has joined the ad- 

Station WORL, Boston, has ap-| vertising staff of Country Life. He 
pointed Forjoe & Co., New York, as’| will cover the Canadian. New York 
its national representative. State and New England territories 


WORCESTER COUNTY— 


‘meaeense “Sane eee 
et) Lolli Eases: 
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OF MASSACHUSETTS 
WTAG 


on the north to the Connecticut-Rhode Island line on the 
south stretches Worcester County —a stable market of 400 
diversified industries, represented by 1083 manufacturing 
plants. This area — and beyond — is the great WTAG pri- 
WORCESTER mary market, the heart of New England's population. 
" MASS Three quarters of a million listener-buyers keep tuned 
= a to WTAG, the only station to provide primary service to this 
important area. 


NBC BASIC RED AND YANKEE NETWORKS 
| EDWARD PETRY & CO., INC.—NATIONAL REPRESENTATIVE 
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STEALS SHOW bere oar a i poe Plans Promotion Contest (¢ C. Smith Promoted | Quiz Panel Feature 
|Cann-Erickso, directs the account. ' Canada Dry Ginger Ale, Inc., New | Cc, Courtland Smith has been ap- | of Coast Meeting 
ork, wil] award silver and bronze Pointed assistant bromotion mMan- A quiz Panel of advertising ex- 
a | Plaques and $190 in Cash as Prizes | ager of the Bronx Home News, New ecutives covering the fields of re- 
Cowan A POinted | for radio Stations which conduct the | York. efore joining the Paper in tailing. industrial, dvertisin g 
. | best and MOst origina] Promotion November, he served 16 years with agency, outdoor, direct mail, radio 
Louis G. ‘Cowan Company, g s. | and Publicity ey OPAigns for “Infor- Furness Lines, New York (and newspaper will feature the sec- 
appoisany *venve, Teicago, has — mation Please,” Popular quiz pro- | jond annual conference of the fifth 
ta) c 4uions counse ne ar > > network: a Ay 
pul gram heard on the Blue network of | : listrict J * Pacific Ady ‘rtisine 
ed the Illinois Chamber of Com- the National Broadcasting Company. Bailey to du Pont Clube f seociation re Biltmoe. 
. = Iinois tax sti ucture will © contest, which ic being handled Robert L. Bailey, formerly with Hotel, Los Angeles, Feb. 24 
_ Seen Subject _ ot the by J. M. Mathes, New York, begins Charles Dallas each Company, The Junior Advertising Club of 
io rs pu Icity program for Feb, 15 and closes March 15. Newark, N. J., has joined the sales | Los Angeles is Sponsoring the event, 
iii icici | department of E. I. du Pont de With William D. Shaw, Columbia 
‘Nemours & ( 0., at Arlington, N. J Broadcasting System Public rela 
Varney in New Post Gets Switlik Account = "ons division, as chairman, 
Russell w. Varney, formerly Man- Broomfield-Podmore. Trenton, N. Buchanan Adds Plumb = 
ager of the bakery Sales department, J., as en named advertising | r v. Plumb, formerly adver- WSOC to Headley-Reed 
as n appointed director of a agency for Switlik Parachute & tising manager of American Ice Station Wwsoc, Charlotte, nC 
newly created Public relations de- Equipment Company, Trenton. Company, New York, has joined | hac appointed He: 
Partment of Standard Brands, Inc., Magazines, trade Publications and | Buchanan & Co., New York, 
Yew York direct mai] will be used. 
| terre 


adley-Reeq Com- 


as an | pany, New York, as national repre- 
‘account executive. - 
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1,295,600 490,001,000 
Fight Moths as 
Specialists Do, 


Larvex Urges 
New York, Feb. 6. Larvex Di- 
vision, Zonite Products Corporation, 
Will appeal] to moth-shy household- 
ers this Spring With Strong em. | 
phasis on the necessity of doing a | 
professional] type job on the bests, 
i if clothes are be Properly pro- | 
tected, in a Campaign that will top | 
even = last year’s record-breaking 
drive, 
The “professiona]” 
the Standard 
series of copy te 
@ period of se 


to 


theme emerged 
bearer after 
Sts conducted ove 


as . 
r | 


veral months. Under 
the direct Statement. “Moths will 
never eat this suit,” Lary ©X explains 
that its method of mothproofing, 
Which has been used for years by 
Woolen mills, laundries and dry 
cleaners, is now available fo, home 
use at an €conomica] Price, One | © 
‘praying, it is Stated, wil] mothproof | 
clothes, furniture and rugs for a YOU 
yea) i ° 
. ies im the 
a ore counts 
Large Schedule tl in more homes, in m - 
omen > Buver—the me rts of six 
Large Space jis scheduled during Here they are, Mr. Time y Omaha market. It covers pa 
May, June and July in American . the _ is i 
wads Jun y ! | WOW coverage of ssected by the Missouri 
ome, Better Homes @& Gardens. ad facts of ° t an area bisectec y 
Good Housekeeping Life, McCall's ate : (1) this states, ) 
. ’ s 4 >. Fh » ‘Is are: / 6 OO 
Parents and Woman’s Home Com- jmaha market. The faets « ( irket of more than 876, 
Panion. At the Same time, sizeab Oma P sarly two billion River, a mi 
ney Sspaper insertions on the same is a big market, with near y 
theme Will break in 16 major mar- as 
t Further tie-in wil} be estab- 
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Market on the Pacific Coast! 
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Wm Hastie. New York . 
Duncan A Scott, 
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Voice of the Advertiser 


Bendix Hammers Away 
with Dealer Mailings 


To the Editor: You are receiving 
from us each day a mailing card 
that I sincerely hope has attracted 
your attention and interest. There 


is a total of eight cards that you) 


will finally receive. 

I’m sending this series to you, be- 
lieving it to be of interest to your 
organization. In addition, perhaps 
you should have some of our back- 
ground thinking prompting the de- 
sign and creation of this series. 

As you perhaps know, Bendix 
Home Appliances, Inc., is the pio- 
neer of the automatic washer as a 
product for the home—Bendix 
Home Laundry. To date, we have 
no competition in the automatic 
field. 

In another sense we do have com- 
petition in the form of all other 
washer manufacturers and their dis- 
tributors, their dealers and prob- 
ably an army of between 30,000 to 
50,000 retail salesmen selling an or- 
dinary conventional washer. 

Bendix dealer coverage is selec- 
tive and limited. We probably have 
fewer than 5,000 dealers, as against 
a total army of perhaps 20,000 
washer dealers. Retail salesmen on 
Bendix probably number no more 
than 12,000 or 15,000—so you see 
this army of 30,000 to 50,000 “com- 
petitive” ordinary washer retail 
salesmen are constantly running 
into the army of Bendix retail 
salesmen numbering less than one- 
half. 

We recognize that it is only 
human nature to toss bouquets with 
brickbats wrapped up inside when 
you're selling against a product that 
is a revolutionary exclusive im- 
provement over the ordinary prod- 
uct. 

For many months we went along 
with our sales plans and our selling 
activity, preferring to ignore the 
comments made by dealers and 
salesmen either uninformed regard- 
ing the Bendix or deliberately mis- 
representing the product to pros- 
pective housewives. 

Finally a stage was reached where 
we decided that it might be wise to 
produce a campaign, to be mailed 
to Bendix dealers and non-Bendix 
dealers, that might throw a little 
light on the subject in a sensible 
manner. We hoped that such a 
campaign might by inference say to 
competitive dealers that after all 
any product that represents prog- 
ress in the industry is certain to 
captivate the interest of the public, 
and finally win out over anything 
that by the very nature of this 
product, to some degree, became 
obsolete or certainly old fashioned. 
We wanted to do this without say- 
ing so in so many words. We 
wanted to accomplish this change 
of attitude in the dealer’s mind, if 
it was possible, by letting him seem 
to get the idea himself. Hence this 
series of eight cards. 

Based on dealer comments, the 
small percentage we’ve had, because 
the campaign is not designed to 
evoke any comment, we believe the 
series is proving successful. How- 
ever, I’m writing this letter from 
the standpoint of trying to de- 
termine what the advertising pro- 
fession thinks of it and how well it 
might have accomplished its pur- 
pose. 

PARKER H. ERICKSEN, 
Advertising, Sales Promotion 
Manager, Bendix Home Appli- 
ances, Inc., South Bend, Ind. 
{Editor’s Note: Bendix now has a 

direct competitor in the automatic 
washer field—Blackstone Mfg. Com- 
pany, Jamestown, N. Y., which has 


announced that it will have an 
automatic washer on the market 
April 1.) 


i 


Nol 
To the Editor: Bing Crosby won't 
like what you said about Bob Burns 
on Page 29 of your Jan. 29 issue! 
R. W. LoupEN, 
Advertising Manager, The Lou- 
den Machinery Company, Fair- 
field, Ia 


This department is a reader's forum. 


Letters are 


welcome. 


BENDIX TRIES TO SELL ITS COMPETITORS 


a a 


THE NICKELODEON BROUGHT A LAUGH = aes 


— 


EN 


BENDIK HOME APPLIANCES, INC. + SOUTH BEND, INDIANA 


Consumer Pleased 


by Consumer Story 

To the Editor: We should like 
to tell you how much we enjoyed 
the article on the Consumer Move- 
ment in your issue of Jan. 8, and 
felt that it was presented most 
fairly. We will watch with interest 
the future articles on this subject 
which you may publish. 

As you undoubtedly know, we 
have been for years doing construc- 
tive work of a conservative type 
in consumer education in southern 


California, and the work in the 
adult field has been particularly 
outstanding. 

You will be interested in the | 


enclosed clipping, which shows the | 
work which we are now doing, and | 
will explain further why we are so | 
interested in your resume of con- | 
sumer education and the entire con- | 
sumer movement. As you will see | 
in reading the objectives of this | 
committee, we have gone several 
steps farther than those objectives | 
which you list, since we add the | 
development of consumer responsi- 
bility and the education of the con- | 
sumer as one of our major tasks. 
Mrs. GERTRUDE PAT MILLIKAN, 
Chairman, Consumer Advisory 
Committee, Better Business Bu- | 
reau of Los Angeles, Ltd. | 


Help for Salesmen 


To the Editor: Here is an idea 
which would gladden the heart of 
any salesman if it were put into 


AUTOMOMELE TAXI & BUS ROUTES 
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these maps are distributed by the 
McCandlish organization to all in- 
terested parties. 
H. A. SPECKMAN, 
Sales Manager, McCandlish 
Lithograph Corporation, Phila- 
delphia. 


Doubts Ultimate Value 
of Political Copy 


To the Editor: I was interested 
and considerably concerned with 
your editorial prediction Jan. 22, 
that advertising would no doubt, 
‘and should, be used with much 
|greater frequency in the coming 
| 1940 elections. 

Our democracy is predicated on 
the theory that all sides will be 
heard; that the people after hearing 
the cases of all sides, will, by and 
large, select the most rational. 
However, if paid advertising as we 
know it exerts its influence any 
more strongly, it is quite possible 
that only the sides that can afford 
advertising of some extent will get 
any considerable hearing. And it 


fective in public opinion making as 
in merchandising, and with all other 
things being equal, the program of 
the groups with the biggest adver- 
tising appropriation, the side that 
can buy the most radio time, the 
biggest ads, the most boards, and 
hire the cleverest professional ad- 
verticians . that program will 
prevail... and eventually America 
would become a plutocracy rather 
than a democracy. (Some say, of 
course, that the change has already 
come about!) 


GEORGE PAMPEL, 
I. F. Laucks, Inc., Seattle. 
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War Advertising 
To the Editor: 
vertisements will interest you as 


example of war advertising. The 
have evoked a great deal of favor- 


able comment here and abroad 
T. H. Yutt, 
Director, McConnell, Eastman & 
Co., Ltd., London, Ont. 


The enclosed aa- 


If He Could 
Only Cook... 


Pete Glutz is a grand guy. He 
works hard. Loves his family. Feeds 
‘em like kings—and would be a 
swell prospect for any food adver- 
tiser—if he could only cook! 


| 
| 


| general practice. 
tried to reach a manufacturing 
plant and found yourself at the 
mercy of inaccurate local informa- 
tion given by people who “think” 
that it is about over there some- 
where? 

As a service to those who want 
to make a business call or a visit 
to our plant, we have prepared the 
map shown here, which shows the 
direct routes to the plant by auto- 
mobile, taxi and bus. Believing that 
the saving of time which will be 
leffected is a constructive effort, 
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13 out of 15 


Retail Food Advertisers, placing 
500 or more lines annually, in at 
least one Pittsburgh newspaper, use 
the Sun-Telegraph. 


Since he can’t-—and doesn’t buy 
the groceries—most local food ad- 
vertisers don’t talk much to Pete 
--in the paper he reads on the way 
to work. No sense cultivating both 
Pete and his wife, they say—and 
that’s why 81.8%” of their copy 
goes to Mrs. Pete—in the home— 
in the evening — when there’s plenty 
of time to plan the next day’s meals. 


They split this linage pretty even, 
too—giving the Sun-Telegraph al- 
most half their evening copy— 
48.2%**, to be exact! These custom- 
ers of ours are customers of yours! 
Why not back them up? 


A Partner In The Progress Of Pittsburgh's Greatest Stores 


Pittsburgh Sun-Telegraph 


REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 
PITTSBURGH © MEW YORK © GHICAGS © DETROIT © PHILADELPHIA © BOSTON © SAN FRANCISCO © LOS ANGELES © ATLANTA © BALTIMORE © StATTLE 
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February 12, 1940 ADVERTISING AGE 
eS ———— 
HOW TO STAY HAPPY ing general magazines, trade publi-|several radio stations, starting Feb. - WTOL Joins NBC East Hampton Appoints 
cations, newspapers and the radio/15. Four trade papers will be used 


Station WTOL, Toledo, Ohio, will , East Hampton, Long Island, has 


- -] lis now unfolding. Erwin, Wasey &|to reach dealers. A test campaign become affiliated with the National! appointed Dillingham. Livermore & 


Co., Ltd., Chicago, has the account. is being conducted in newspapers, | Broadcasting Company on Feb. 18, Durham, New York, to handle pub 

|Roy Marshall is account executive. | half-pages being used in the Dallas pringing the total number of affili- licity and advertising for East 
Another half-page, two-color ad- |News, Houston Chronicle and Indi- | ated stations to 183. The station is Hampton, Montauk and Am 

vertisement will appear in March |anapolis Star. licensed to the Community Broad-. sett 

Better Homes & Gardens. In April| Pictorial evidence of the efficacy | casting Company. It will be a sup- 

or May space ranging from 60 lines|of Zoom on plant life is given a/Plementary outlet of the basic Blue Added to McCall Board 

to two columns will be taken in| prominent place in the copy. While | P¢twork. Otis L. Wiese. who became edito: 

Collier’s, Country Gentleman, Farm | claims appear sensational to the un- BS of McCall’s in 1927 at the age of 22 

Journal and Farmer’s Wife, Good | initiated, the advertiser reports that F&S&R Adds Griswold has been elected a member of the 

Housekeeping, House Beautiful,)considerable restraint has been) Arthur R. Griswold, formerly board of directors of McCall Corpo- 

House & Garden, Household Maga-|used in describing the efficacy of | Vice-president of Robert St. Clair ration, New York. 

zine, Ladies’ Home Journal, Life,| the product, and the scientific work Company, New York, has been _ 

McCall’s, The Saturday Evening|at the California Institute of Tech- Paes — od —— Paul de Gusenen Moves 

Post, Woman’s Home Companion,|nology. A coupon accompanies ,~.~"™ oo So or 


‘s World  eeentl fferi rn |viously headed his own agency in Paul de Guzman, newspaper rep- 
«PROTECTION tor AFFECTION” and Woman's World. each advertisement offering a twO-/|New York and has also been asso-| resentative, has moved to larger 


iikpcmiewatnaraessctae || Five minutes’ time has been en-|ounce bottle for a product in the | ciated with McCann-Erickson, New| quarters at 110 E. 42nd street, New 
Cl ees: | |gaged five mornings a week over|event that dealers are not stocked. | York, as vice- -president. | York. 
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APPLICATION FOR LOVE INSURANCE 
t Condy Compony—EECLUSIVE AGENTS FOR CUPID 
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The Ferry Building on sen Francisco Bay, at the foot of Market Street, 


a ms - hes atvowe been 2 Londmart of fis West, Recent plese call for romedeling this 
ey TT ay a 2 tee or 2 Besee 

some. Oey 8 ‘ 7 hey } 
. ee ee ee oe 


Herz Candy Company, St. Louis, is using 

newspapers of that city to offer a plan 

whereby it will deliver candy on every 

holiday and anniversary to designated 
recipients. 


Plant Vitamin 
in Liquid Form 
Storms Market 


Blitzkrieg Record 
Claimed in Behalf of 


‘Zoom' 


| 


(Picture on page 31) 


Chicago, Feb. 10.—A _ blitzkrieg | 
record in the marketing world is | 
claimed by Nutrition Research Lab- | 
oratories, Inc., Chicago, in the intro- | 
duction of its liquid vitamin B1 | 
plant growth stimulant, Zoom. Leo 
C. Hoffman, vice-president of the 
company, reported that the market- | 
ing program was launched Jan. 10} 

with a half-page, two-color adver- | 
tisement in February Better Homes | 
& Gardens and by Feb. 5 national 
listribution had been achieved, with 
45 per cent of all wholesalers han- | 
dling the product. This is the first | 
time vitamin B1 has been put on the | 
market in liquid form. 

So rapidly did the market for | 
Zoom materialize, that a folder to} 
jealers did not take form until after 
queries were flooding the office. 


Product of Science 


Zoom is a patented product and | 
is handled by the horticultural di- | 
vision of the company. Scientists | 
at the California Institute of Tech- 
nology played a leading role in dis- | 
~overing the vitamin’s application 
in stimulating plant growth. Stabil- | 
zation of vitamin B1 in solution is 


et 


he result of two years of research 


| 


in Nutrition Research Laboratories. | 


An advertising program embrac- | 


A LABEL IS A PRINTED 


/ The Call-Bulletin has become a Landmark for 
ae » dangle ie ‘ : Sey . advertisers in San Francisco, too. As it enters its 


F rt label manufacture ge > ae com < 85th year of public service in San Francisco, it 
or expe , - Po oa a + ee : 
label-counsel, complete label ba.  - ; ee ei , offers a dominant Display Advertising leadership 


service, turn to EVER READY. among daily papers, plus the greatest evening 


Skilled through twenty-six 
years of label making, we 
have the men, machines 


and materials to handle aie } 2 . ‘ > , _ ae San (Franciveo 


any job that comes along - ¥ Py = 's a WM) aa 4 

if you have a label problem Es a a — ™ idee SA _ 

| a 3 | a a 
| now, let's work it out . . 5 . € es a ar : ieee 
together...for future reference mi te ge. | 5 ei ie a ae | The RT KAGE Pa er in a EO} bi Ry EAN | Market 
get the FREE Ever Ready er Peel <2 aah . 

| Catalog. WRITE TODAY! 


ver Ready LABEL Corp. 


> EAST 25th STREET NEW YORK. N.Y 


circulation in Northern California. 
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ADVERTISING AGE 


February 12, 1940 


Magazine Linage 
Shows 0.2% Gain 
for February 


New York, Feb. 8. February 
magazine linage totaled 1,263,314, 
Publishers’ Information Bureau re- 


ported today. This is a gain of 0.2 
per cent over the February, 1939, 
total of 1,261,004 lines, reversing 
the trend evidenced in January, 
when a 2.6 per cent decline was 
reported. 

Weeklies and semi-monthlies, cur- 
rently reporting January linage, 
managed to start the year with a 
gain of 11 per cent. The current 
total was 679,533 as compared with 
612,098 in 1939. 

Among the monthlies, gains were 
shown by women’s magazines, 
women’s group magazines and out- 
door publications. General maga- 
zines carried a total of 540,764 lines, 
a decline of 3 per cent from the 
557,372 lines reported last year. 


Women’s Magazines Up 2.7% 


Women's magazines scored a gain 
of 2.7 per cent with 415,742 lines 
as compared to 404,842 in 1939. 
Women’s group magazines carried 
197,406 lines, a gain of 6.7 per cent 


over the 1939 total of 185,072. Out- 
door 
as compared to 74,135 in 
gain of 11.4 per cent. 

Standard magazines experienced 
a loss of 28.1 per 
lines as compared to 23,772 last 
|year. Linage in three mail order 
| magazines totaled 9,744 as compared 
to 15,811 in 1939, a decline of 38.4 
per cent. 

Listing of the magazines in the 
accompanying table has been 
changed this month to place the 
magazines carrying the most linage 


1939, a 


in each classification at the top, | 
with others following in ranking 
order. 


Appoint McAlpine 
| John R. McAlpine, 
}associated with the Detroit office of | 
|N. W. Aver & Son for seven years, 
|has been named mechanical produc- 
ltion manager for Stockton, West, 
| Burkhart, Inc., First National Bank 
| bldg., Cincinnati. 

Babcock Joins Doremus 

| Preston K. Babcock, formerly ad- 
| vertising and sales promotion man- 
lager of Snider Packing Corporation, 
,Rochester, N. Y., has joined the 
|}commercial department of Doremus 
& Co., New York. 


If you are 
interested 
in figures 


where construction during 
1939 in Greater Shreveport 
totaled nearly $8,000,000 and 
retail business gained from 


10 to 14 per cent. 


Here in Shreveport, a natural 


trading center 


3,000,000 persons living with- 
in 150 mile radius, popular 
KTBS is a “must” for 1940 


KTBS serves one of Amer- 


ica’s most receptive markets 


for nearly 


magazines carried 82,561 lines | 


cent with 17,097 | 


who has been | 


radio advertisers demanding eG le 


and getting results. 


RG UB S 


A Shreveport Times Station 
SHREVEPORT, 
1000 WATTS NBC 


Represented by the Branham Co. 


LA. 


Member South Central Quality Network 


WSMB—New Orleans 
KTBS-KWKH—Shreveport 


WMC—Memphis 
KARK—Little Rock 


FEBRUARY ADVERTISING LINAGE IN NATIONAL 


MAGAZINES 


- 1940, -———_1939—__, | - -1940——.,_J ->———-1 
Pages Lines Pages Lines | Pages Lines Pages Line 
| STANDARD Home Arts Needlecraft 6.1 4,146 7.1 $8 
| Atlantic Monthly 22.8 32 27.6 6,571 | Junior League 6.5 4,092 10.5 6. 
Harpers Magazine 19.7 1,690 29.5 7,012 | es 6 
Current History 12.4 2,77 16.4 3,664 | Total Group 415,742 $94.84 
| Forum <sewns 0.4 2,328 9.8 $219) WOMEN'S GROUPS 
American Mercury 9.6 1,876 11.8 2,310) Faweett Women's Group 
2 ; c } True Confessions 32.3 13,562 29.0 12 
Total Group 17,097 23,772! Movie Story 31.7 13,329 32.2 13,54 
GENERAL | Motion Picture 29.7 12,457 30.8 12,949 
| Fortune 88.5 55,932 75.D $7,716 Hollywood 29.6 12,430 10.6 12.8 
| *Yachting 54.9 34,681 62.1 39,263 Screen Book 29.3 12,285 30.712 
| American Home . 47.9 30,256 32.9 20,770 Romantic Magazine . 27.2 11,411 25.1 16 
| Town & Count: . 43.4 29,169 47.1 31,677 | Macfadden Women’s Group 
| *Motor Boating . 60.4 26,082 63.7 f True Romances 32.6 14,000 30.3 12 
| Better Homes & Gardens . 40.9 25,826 41.7 6 True Experiences ; 30.7 138,164 29.2 12 
Esquire (National) F . 37.8 25,401 41.2 4 True Love & Romance 29.0 12,441 28.2 12,0 
| Esquire (Sp. Edition) 3.58 2,520 8.0 5,2 Movie Mirror 28.9 12,378 30.1 12 
House & Garden 39.6 25,038 35.4 22,3 Radio Mirror 24.0 10,309 26.1 1} 
; Cosmopolitan. . 48.9 20,962 $8.5 20,805 | Modern Group— 
Country Life . . 30.2 0.296 34.5 23,151 Modern Romances 33.7 14,442 21.9 1 
Popular Mechani 89.0 19,945 87.6 19,617 Modern Screen 32.1 13,784 32.0 13,7 
| Nation’s Business . 40.9 17,556 37.8 16,213 Screen Romances 1.7 13,611 11.0 1.7 
| House Beautiful 27.3 17,236 31.1 19,636 | Screenland Unit 
| Redbook ....... 39.1 16,786 40.3 17,301 Silver Screen 20.8 8,911 20.8 S98 
American . 34.7 14,868 29.2 16,836 Screenland 20.7 8,892 21.1 9,04 
Popular Science . 66.2 14,822 77.1 17,274 —_—_— —- come 
NS sc 18.5 12,404 19.8 13,313 | Total Group 197,406 ne. eae? 
Instructor . 15.7 10,747 19.2 13,146 OUTDOOR MAGAZINES 
*Sunset 22.2 9,535 22.7 9,737) Field & Stream 37.5 16,101 32.5 13 
Mechanics Illustrated - 39.2 8,783 42.6 9,539 | Outdoor Life 34.2 14,675 27.9 11,9 
| BOy'@ LALO ss0ess ee » Beal 8,234 12.0 8,189] Sports Afield 25.9 11,123 23.5 10,1 
| Christian Herald - 18.9 8,121 22.1 9,487 | American Rifleman 21.3 9,149 18.0 77 
Physical Culture . 16.3 7,012 19.4 8,319 | National Sportsman 17.6 7,563 15.5 6,6 
| *Grade Teacher . . ae 6,688 21.1 9,323) Fur-Fish-Game 15.5 6,645 16.5 7,07 
| *Extension Magazine . 9.4 6,445 6.6 4,513) Hunting & Fishing 14.3 6,565 15.1 6,4 
| National Geographi: 25.3 6,020 29.2 6,957 | Outdoors 13.3 », 706 8.4 3,5 
| Scientific American 13.7 5,879 15.5 6,662 | Outdoorsman 11.7 »,03 15.3 6,5 
| *American Forests 11.3 4,746 9.3 3,920 a enamine ame 
True Detective ... 10.3 $,415 12.5 5,37 Total Group $2,561 74,1 
| *Thrilling Group - 18.8 2000 18.5 4,197) MAIL ORDER 
j Arts & Decoration 2 926 ny $53) Comfort ........++. 7.4 5,037 9.2 f,2 
| Soave: 4 13.4 8.489 | Mother's Home Life 1.6 3,197 7.2 0 
nero 1.6 a. 241) Good Stories 2.2 1,510 6.7 { 
American Bos 1.7 6.0 $112) - 
*Ace Fiction Group 13.3 2,975 15.8 3.044 | Total Group 9, 744 15,8 
American Legion 6.6 2,836 8.2 3,499 
“epee 6 6 2' 896 =o oog4) .. WEEKLIES AND SEMI-MONTHLIES (dees) 
*Street & Smith Combination 12.3 2,744 14.3 908) The Saturday Evening Post.148.0 100,689 131.¢ 89 
Child Life bafta 6.3 692 4 1,458 | Life 113.6 8676,548 8970.5 = 47,9 
Open Road for Boys 6.0 2559 4.8 2,038 | rime ‘ 177.3 76,083 155.0 66,4 
'*Popular Publication 10.2 2,294 0.8 2,416 Collier's 89.3 60,717 83.2 bf 
*Big Seven Group 10.1 958 Og 108 New Yorke! 127.8 4.81 126.8 wr 
Elk . 4 169 19 1.797 rhe American Wee 33.4 42.661 o5 $< 
‘Nature Magazine 14 G57 a o157| Business Week 16.6 41,442 89 8,4 
Asia 2.0 862 2.4 1,248 | SOwrenoen ‘7 33,782 63.5 27 
This Week . 25.4 26,135 21.1 21,750 
Total Group 40,764 7,372 | -New York Times Magazine 23.6 23,57 21.7 ae 
F Family Cirele 44.7 23,471 38.8 16,f 
WOMEN'S MAGAZINES Grit ee 9.8 92 591 5 4 on 
Voie 128.2 81,023 155.4 16,975 |) TUnited States News $8.9 20.980 15.4 > 
Harper's Bazaar 87.6 58,862 3. $9,236 | TCue $8.8 20,937 11.4 15,2 
MeCatl 7.2 38,87 } 8,182 | Liberty $2.2 18,115 41.6 17.8 
Mademoiselle 85.8 36,57 27.7 11,881 | Look 18.7 12,683 16.4 1 
(Food Housekeeping S4.4 36,209 “7.8 $1,973 | Radio Ciuide 18.1 12.313 13.8 
Ladies’ Home Journal 49.3 33,509 47.1 11,973 | Forbes 18.6 7,987 21.2 
| Woman's Home Companion 42.8 29,126 $4.4) 30,339) *Scholast 9 2,ve 11.0 7 
| True Story .. 46.7 20,022 48.8 20,914] Pi » 1.544 9 9 , 
Parents’ (National) 43.4 18,600 41.7 17,878 =omneee - 
Parents’ (Sp. Edition) 2.4 1,010 1.3 1,825 Total Group ; 679,535 612 
Household 4.0 16,345 19.4 13,184 *Figures provided by publisher 
Holland's 5.6 11,790 19.0 14,327 tEffective Oct. 15, 1939, page size changed from 


, 1 

Woman's World 17.3 11 
1 
1 


,t85 10.2 6,967 | to 429. 
Photoplay 2.0 8,482 17.7 12,023 | Page size change 
*Pieture Play 2 »,291 13.3 685 $Pakre size reduce 


d from 569 to 429 lines Aug. 1 
d from 1040 to 1000 Oct. 1, 1929 


'V. H. Pribble Elected 
Vernon H. Pribble, manager of 
Station WTAM, Cleveland, and the 
Cleveland division of the National 
Broadcasting Company, has been 


casters Association, an organization 
of 22 Ohio stations. 
are Felix Hinkle, Station 
|Canton, vice-president, 
| Manring, WHKC, 
—— treasurer. 


| Publishers Pick Merwin 


WHBC, 


Columbus, 


| sistant professor 


Journalism, Syracuse University, | 


| sociation. He succeeds Professor | 

|Frank B. Hutchinson, who has re- 
signed to become executive secre- | 

\tary of the New Jersey Press As-| 
sociation and professor of journal- | 
ism at Rutgers University. 

] 


To Mitchell-Faust 


| Centlivre Brewing Company, 
Fort Wayne, Ind., 
count with Mitchell-Faust Adver- | 


tising Company, Chicago. 


elected president of the Ohio Broad- | 


and B. A.| 
secre- | 
| Heiffel, 
| Mitchell 
| the staff of G. M. Basford Company, | 
|New York. 

| Dr. Fred E. Merwin, formerly as- | 
in the School of | 


as been appointed acting field sec- 
|retary of the New York Press As- | Britain, Conn., 


Gutman to Baruch 


Workshop Course Opens 

First session of the copy and lay- | 
out course sponsored by the Work- 
shop of Advertising will be held on! 


Thursday evening, Feb. 8, at the 
Hotel Belmont Plaza, New York, 


|where classes will be held weekly. 
Other officers | 


The course of study covers the ele- | 
ments of copy and layout and in- 
cludes a review of mechanical pro- 
duction. Instructors will be Eugene | 
Lawrence Malone’ and 
Havemeyer, members of | 


‘To Barton and ‘Goold 


Landers, Frary & Clark, New 
has appointed Bar- 
ton and Goold, New York, to direct | 


Magazines, newspapers and | 
business papers will be used. Gil-| 
bert Goold is account executive. 


Charles Gutman has joined Alfred 
Baruch Organization, New York, to | 


has placed its ac-| specialize in its marketing service. | 


He has been with Conde Nast Pub- 


‘liecations for four years. 


“Sportsman” Expands 


Pacific Sportsman, San Francis: 


,has been named official publicatio: 


for the Associated Sportsmen 
California and has absorbed that 
group’s monthly magazine, Asso- 
ciated Sporteman. 


Schaefer Opens Plant 


A new $100,000 distribution plant 
and sales office was opened Jan. 30 
in Fairfield. Conn., by the F. & M 
| Schaefer Brewing Company, Brook- 
lyn, N. Y 


Brower Rdwenand 


R. A. Brower, account executiv: 
for MacManus, John & Adams, Inc., 
| Detroit, has been elected a vice- 


| promotion of its household appli- | president of the agency. 
ances. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash So 
CHICAGO 


y y y 


McCCANDLISH' 


LITHOGRAPH CORPORATION ,y° 


SALES OFFICES IN PRINCIPAL CITIES «+ - 
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ADVERTISING AGE 


‘gee? 


Hollister Asks 
130,000,000 


fo ‘Sell’ Peace 
Would Levy $1 


on 


Every American for 
Huge Project 
Williamstown, Mass., Feb. 7.—A 


spectacular new assignment for ad- 
vertising, the most colossal it has 
ever attempted, involving a prece- 
dent-shattering budget of $130,000,- 
000 a year, was proposed here today 
by Paul Hollister, executive vice- 
president of R. H. Macy & Co., 
New York, in an address at Wil- 
liams College. 

The product to be sold would be 
national peace. The campaign bud- 
get would be computed on the basis 


of a levy of $1 per American, an | 


appropriation set up to equal the 
cost of ten modern battleships o1 
260 planes—“the sort of appropri- 


ation Congress makes between the) 


puffs of a cigar.” 
Visions of Task 


Using the classic technique of 
nodern advertising, let us buy one- 
fifteenth of the total time and re- 
sources of the advertising people 
and media owners of the country 
and mobilize them,” said the de- 
partment store executive “They 

ll prepare and carry on the most 
educational, dramatic and urgent 
campaign of which they are cap- 
ible, but their product will not be 
i can of food, a bar of soap, or a 
motor car or a health examination. 
product will be peace— 
\merica’s active self-interest in 
‘eeping at peace. They will duly 
place this copy before the American 
people as they alone best can. If 
the product be meritorious, neither 
you nor I dare say that the re- 
sponse would not be proportionate 
to the response to any other expert 
dvertising effort. To know se- 
curely that our nation was guar- 
nteed to peace for at least a year 
would certainly be worth a dollar 

head. Advertising could do that 
t regular rates. Advertising could 

it splendidly in my judgment, 

a quarter of that sum, but I 
don’t want to see advertising han- 
dicapped for want of funds with 

lich to seek out every citizen and 
convert him, from a passive indif- 

ent to our product, into an active 
addict, 

“That is my idea of a major task, 
worth tackling. It is high time that 
pen-faced American advertising 

ight the Goebbels-minded prop- 
gandists an object lesson in public 
education. 


Their 


Reflects Public Philosophy 


In the last analysis, and in the 
g-range view, the public gets 
the type of advertising it wants. I 
ispect that a comparison of the 
ciety of the Thirties and the Tens 


S 
@ Set entirely with FOTOT 


& ad is just a sample of what ca 
. 7 jone with this amazing nev 
% etting device-and it cut 


\ muinating display type and ha 
- ‘ ‘ 

» ng charges. Quick 

” mal r “ aicl ~ 

ical any 2g 2 
s ] mpositor 
Vnte TODAY for catalog expla 

— the FOTOTYPE system and st 
7. 


the 60 modern types now avarlat 


I THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 


may be easily and clearly read be- 
tween the lines of the advertising 
of those two decades. Whether the 
tinding be that we have gone for- 
ward or backward since 1910 I 
cannot say, but we know that in 
that progress or retrogression the 
mass communication financed by 
advertising has played a leading, if 


|not the principal part.” 


Mr. Hollister’s proposal came as 
the climax of a spirited defense of 
advertising as an economic force. 
Turning to the social aspects of 
promotion, however, he asserted 
that 


advertising “has not vet 
tackled a major task.” 
Nevertheless, he expressed the 


conviction that advertising can ex- 
ecute the most difficult assignment, 


in this instance “selling a service 


that will 
per 


to America 
fold the cost 


nani- 


repay 
person.” 


Compton Shifts Three 


Hugh Gardner, member of the 
media department of Compton Ad- 
vertising, New York, has been 
placed in charge of the department's 
statistical staff. Robert Wright and 
William Forshaw have been added 
to the media department. 


Two Join CBS 

Yasha Frank, formerly with the 
children’s theater of the Works 
Progress Administration, and Rich- 
ard Voynow, formerly manager of 
Stations WEAN, Providence, and 
WICC, Bridgeport, have joined the 
program service department of the 
Columbia Broadcasting System 


Conti Expands Program 


Conti Products Corporation, New 
York, has planned an expanded ad- 
vertising program in 1940 for its 


Castile soap and shampoo, com- 
plexion cream and olive oil. Na- 


tional magazines, radio, business 
papers, medical magazines, car cards 
and point-of-sale promotions are 
being used Bermingham, Castle- 
man & Pierce, New York, is the 
agency. 


“King Coal” Bows 


A controlled circulation coal trade 
journal entitled King Coal, will be 
introduced to the South with the 
April issue. Henry Brown is the 
publisher, Burnley Weaver, adver- 


tising manager, and headquarters 
are at Castanea bldg., Asheville, 
N.C 


Names Erwin, Wasey 


Victor Adding Machine Company, 
Chicago, has appointed Erwin, Wa- 
& Co., Chicago, to handle its 
account. The company will feature 
the Victor “600,” a new portable 
model, in its coming campaign. 


sey 


Joins “Union-Leader” 

William C. Engel, formerly with 
the Washington News, has been ap- 
pointed classified advertising man- 
ager of the Manchester Union 
Leader. 


Joins “U. S. News” 


Charles S. Plummer, Jr., who has 
been with Esquire, Fortune and the 
Literary Digest during the last 15 
years, has joined the New York 
sales staff of United States News. 


c.tae 


/ 


900,000 Daily 


The Right Spot in Chicago 
Outdoor Advertising 


The Great Northern 


OF 


at Jack 


Hotel. located 


son, Dearborn and Quincy Streets in the heart 


of Chicago's ''Loop”’ 


is coming down. A one- 


story building, the top of which will be used 


for parking space, will take its place. 


The block-wide side of the adjoining buildina 


which reaches 150 feet above the roof of the 


new one-story building, will be available for 


outdoor advertising May | 


1940. 


Advertising spotted here will show to an esti- 
mated 125,000 daily circulation provided by 


east-bound traffic and by 


pedestrians on 


yuth-bounad 


Then, 1s a 


tere 


yavertiser 


Circulation 


able 


May 1, 1940 


trattic on Dearborn 


ilation reaches 


fully 


y new opportunity for national 


to quicken the buying impulses of 


thousands upon thousands of persons in the 
yreat Chicago Metropolitan Market with a 
repetitive effect that is incalculable—an op 


:, “ae 
portunity worth a national advertiser's imme 


Jiate capitalizing. 


if 


It you would like further details, simply addre 


ESTATE OF MARSHALL FIELD 


| 


%c Cc 
135 South 


es 
LaSalle Street 


Jackson Boulevard alone. Add pedestrian and Chicago, Illinois 
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ADVERTISING AGE 
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February 12, 1949 


TTS New Character 


HAS 


PLENTY OF BOTH 
KINDS OF POWER 


The slice of the Texas market served 
by WOAI is a whale of a big market 
in itself. That's why it takes power 
to reach itl BOTH kinds of power 
. « » the signal strength that only 
50,000 watts can give and the pulling 
power that only the finest programs 
and real listener service can provide. 


Because WOAI pioneered this market 
and built its station and service to fit 
it, it can deliver to you the South- 
west's greatest audience at the lowest 
cost. These facts are proved by the 
only two Listener Preference Surveys 
ever made in this area by an inde- 
pendent research organization and 
released. Copies sent on request. 


\\\\! 
\\ 


Wy! 


NBC * TQN°*AFFILIATE 


Nationally Represented by 


Edward Petry & Co. 


Given Task of 
Enthusing Trade 


"Del Monte, Jr." Is 
Announcer in Behalf of 


| Sip O' Sun 


San Francisco, Feb. 8.—Though 
the “Sip O’ Sun” campaign to be 
launched by California Packing 
Corporation in behalf of its Del 
Monte pineapple juice is note- 
worthy, merchandising of the new 
|promotion to retailers also estab- 
lishes a new record of some kind. 

Advertisers and agencies have 
long wracked their brains for some 
new means to arouse the interest 
of dealers in forthcoming cam- 
paigns, but have usually been han- 
dicapped in their efforts by the 
necessity of holding expenditures 
down. Del Monte apparently de- 
cided that the merchandising de- 
serves as much concentrated atten- 
tion as the consumer copy itself, 
and accordingly had McCann-Erick- 
son, Inc., its agency, create a brand 
new character whose exhortations 
and antics will be confined to the 
trade. 


Explains New Drive 


The newcomer has been dubbed 
“Del Monte, Jr.” and his first as- 
signment has been to enthuse gro- 
cers over the possibilities of the 
expanded advertising. “Del Monte, 
Jr.” is a snappy French chef who 
makes no less than 13 appearances, 
many in color, in the broadside her- 
alding the new drive. His first is 
on the cover of the merchandising 
piece, where a grocer is asking 
“What’s it all about?” and “Del 
Monte, Jr.” replies, “Come with me 
and I'll show you.” The new char- 
acter then escorts the _ retailer 
through the advertising step by 
step, explaining every detail of the 
copy and its expected effects on the 
public. He also introduces an array 
of point-of-sale display pieces which 


will reinforce the personal efforts 


ing visage of Old Sol, who is the| 
protagonist in the four-color con- 
sumer advertising. 

The pineapple juice campaign 
opens with the admonition to the 
reader to “Treat yourself to a glass 
of this tropic sunshine.” This cap- 
tion is justified in this wise in the 
following text: 

“Tropic nectar- 
drop of it! 

“And when you smack your lips | 
over its refreshing, invigorating | 
taste, congratulate yourself for in- | 
sisting on Del Monte. 

“Tropic sun, rain and soil give 
this pineapple juice its superb 
flavor, its vitamins, all its precious 
food elements. Del Monte brings 
them to you wherever you live—in 
any climate—any season of the 
year.” 


every 


New Uses Stressed 

The advertising notable for brev- | 
ity of text and elaborate illustra- | 
tions, shows Del Monte pineapple | 
juice ready to serve, with a super- | 
imposed slogan, “A sip o’ sun for | 
everyone.” Couplets featuring the 
new phrase also are illustrated in | 
color. One of these offers the in- | 
teresting suggestion that pineapple | 
juice taken before bedtime might 
induce the youngster of the house 
to welcome the sandman with more 
cordiality than usual. The heading 
is “A Sip O’ Sun when day ig done,” 
and the appended copy says: 

“Mom finishes the bedtime story 
and sonny gets his goodnight cup 
of Del Monte Pineapple Juice. Hot 
or cold, he loves it, and slips off to 
sleep on the beam of a sunny 
dream.” 

Del Monte pineapple juice copy 
has been running in weekly maga- 
zines for some time. The support- 


ing campaign breaks in The Amer- 


a. To 7 


of the grocer’s sales organization. | Columbia, N. C., first vice-president; 
Included are pennants, banners,|Josephus Daniels, Jr., News and 
posters, bin displays and counter | Observer, Raleigh, N. C., second 


cards. All of them carry the smil-/| Vice-president, and L. Roy Phillips, 


| secretary-treasurer. 


delicious | Pointed agency for Schenley’s 94.8 


COMPETITIVE COPY FEATURES COLD WAVE 
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THE COLDEST WEATHER=::SINCE 1927 
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Clb be SUPPLIED HEAT TO OVER 
19,000 GAS-HEATING CUSTOMERS! 
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KANSAS CITY GAS CO 


- ' <a. 
—_— 


NOTICE! 


INDUSTRIAL EXECUTIVES-- 
APARTMENT OWNERS~ 
BUILDING OPERATORS~ 

and all large users of fuel... 


Despite the unprecedented cold weather, tne 
coal industry in Kanses City is prepared to 
supply your fuel requirements completely and 
Promptly 


There is no need to conserve COAL Kansas 
City 2 withan easy reach of huge coa! deposits 
THERE IS NO DANGER OF A SHORTAGE 
AT THE SOURCE OF SUPPLY 
Why not burn the sale DEPENDABLE. 
economical fuel—COAL!” 
ee 


Thee advertisement spamgpred 6 the lobioueng 
of the Coal Industry 


Both gas and coal men used heavy newspaper space during the recent cold wave 
in Kansas City. The messages were of a reassuring nature. 


ican Weekly of Feb. 11, and will | 
appear in This Week beginning Feb. 
25. A number of newspapers are 
on the list for individual copy, the 
schedule including the Columbus 
Dispatch, Denver Post, Des Moines 
Register, Fort Worth Star-Tele- 
gram, Louisville Courier-Journal, 
New York Times, Oklahoma City 
Oklahoman, Salt Lake Tribune and 
Tulsa World. 


License Plates May 
Sing N. J. Praises 


New Jersey automobile license 
plates will be used to advertise the 
state’s industrial, recreational and 
agricultural resources beginning in 
1941, if a bill by Assemblyman Her- 
bert of Monmouth becomes law. 

Sponsored by the New Jersey Ad- 
vertising Council, the legislation is 
said to have the acquiescence of 
Motor Vehicle Commissioner Magee. 
The council has prepared for the 
1941 designation the words, “‘Nation’s 
Workshop,” after the “N. J.” on the 
plates. In 1942 the designation 
would be “Nation’s Playground” 
and in 1943 “Nation’s Garden.” 


Murdaugh Re-elected 


Officers of the Carolinas Adver- 


tising Executives association were 
re-elected at the Raleigh, N. C. 
meeting as follows: M. F. Mur- 


daugh, Herald-Sun, Durham, N. C., 
president; N. E. Brown, Record, 


itizen-Times, Asheville, N. 


C., 


Gets Gin Account 

Brown & Thomas Advertising 
Corporation, New York, which has 
been handling promotion of several 
products of Schenley Distillers Cor- 
poration, New York, has been ap- 


gin. 


Bel Geddes Does 
Face-Lifting Job 
on ‘N. Y. Post’ 


New York, Feb. 6.—New York’s 
oldest newspaper, the Post, under- 
went a face-lifting this week at the 
hands of Norman Bel Geddes, fa- 
mous designer, whose work for the 
Post marked his debut in this field. 
Crowell - Collier Publishing Com- 
pany has retained his exclusive 
services in the magazine field. 

Changes in the Post are calculated 
both to make the paper easier to 
read, and to make it more attractive 
to advertisers. Most important 
change is the departmentalization 
of news, often talked of as a fea- 
ture of newspapers of tomorrow. 
All foreign news, for example, with 
the exception of that appearing on 
the front page, is carried in one 
section. 

Another departure from standard 
newspaper practice is that impor- 
tant stories on inside pages are 
carried below the fold, many of 
them accompanied by illustrations. 
George Backer, who became pub- 
lisher of the paper seven months 
ago, believes that this innovation 
will create greater reader-attention 
for the whole page, thus giving ad- 
vertisers a greater audience for 
their messages. 


Western Expands 

Western Advertising Company, 
San Diego, Cal., has opened a 
branch in Los Angeles, with Harriet 
W. Kelly as manager. Another office 
is to be opened in New York. 


Donald Heads Craftsmen 


John W. Donald, production man- 
ager, King Features Syndicate, has 
been elected president of the New 
York Club of Printing House Crafts- 
men. 


ee 


Fleet of Planes 
to Follow Sun 
for Pepsi-Cola 


New York, Feb. 9—Pepsi-Cola 
Company confidently anticipates at 
least 100,000,000 “‘cricks” in the neclzs 
of American citizens this year, and 
many times that many sales of its 
beverage with the signing of a con- 
tract for 2,000 to 3,000 skywritten 
inscriptions of its trademarked 
name. Skywriting Corporation of 
America, New York, got the bid 
a figure not disclosed. 

Pepsi-Cola’s spectacular sales 
promotion program for 1940 
based on its experience last year of 
having its name written in the air 
1,000 times. 

Skywriting operations began at 
New Orleans this week with the 
Mardi Gras. After New Orleans 
come other cities through the South 
As warm weather moves North, the 
airplanes and writing equipment 
will move along with it until the 
entire country is covered. The con- 
tract ends Jan. 31, 1941. 

Eight airplanes will be used. The 
agreement says the name “Pepsi- 
Cola” must be written in fair 
weather, after 8 a. m., in letters from 
one-half to one mile in height, three 
miles in length, and 8,000 feet above 
the earth. In fulfilling the contract, 
it is estimated the airplanes wil! 
fly 300,000 miles. 


Joins Lee-Stockman; 
Agency Gets Account 


Brendan Sullivan, associate edi- 
tor of Real Estate Record and Guide 
for the past three years, has joined 
Lee-Stockman, Inc., New York, as 
account executive. He takes with 
him the accounts of Dwight, Voorhis 
& Helmsley, Inc.; Frank O’Hara, 
Inc., and Chelsea Management Cor- 
poration. 

Rosenthal Company, New York, 
manufacturer of erasers, has placed 
its account with the agency. Plans 
call for use of general, professional 
and trade magazines. 


Weidel Forms Company 


Vaughn Weidel, head of the plans 
department and chief of production 
for the National Committee for the 
celebration of the President’s Birth- 
day 1940 campaign, and previously 
promotion manager of the New 
York World-Telegram, has formed 
his own advertising agency, The 
Weidel Company, with offices at 92 
Liberty street, New York. 


“County Government” 
Plans March Debut 


Civic Publishing Company, Chi- 
cago, will begin publication of 
County Government, a new monthly, 
with the March issue. Randall R. 
Howard will be editor. 

Headquarters are at 612 N. Mich- 
igan avenue. 


A new way to ‘‘stop them!’’—new ATLAS DISPLAY 
PRINTS, big, colorful and eye-catching BUT economical. 
Many a newspaper ad (or other illustrated selling copy) will 
become a dominating display, if you make it BIG. Now 
ATLAS Display Prints, up to 54” wide mounted on strong, 
flat Superboard with an easel, make a big impression 
without the handicap of costliness. 

Send for a sample with prices. Remember ATLAS also 
for the other “big specialties’’— Murals— Bromide Enlarge- 
menis—Jumbo-Stats, and now the big economical Atlas 


Display Print. 


ATLAS PHOTO COPY COMP 


2 4) Oh oe 


cHIcaco 


To Give You An Idea 


of the scale of prices and quanti- 
ties, 10 Display Prints enlarged to 
24”"x36" from one original, $1.70 
each—25 at $140 each — other 
quantities and sizes in proportion. 
Color is not restricted to black, but 
AT NO ADDED COST can be 
blue, brown or red on white. Write 
or phone Atlas, Whitehall 7575. 
and let us show you how the neu 
Atlas Display Print will help solve 
your display problem — econom:- 
cally. 


225 NW. MICHIGAN AVENUE 
919 N. MICHIGAN AVENUE 
221 NW. LASALLE STREET 
104 S. MICHIGAN AVENUE 
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ADVERTISING AGE 


Motor Service 
Made Available 
fo Rail Travelers 


Railway Extension, Inc., 
ls Formed to Operate 
Autos 


travel service, combining the high | 
speed of the modern railroad train | 


with the mobility of the private au- 
tomobile, will be announced late 
this month by 11 western railways 
in Business Week, Newsweek, Time 
and a long list of business papers. 
This union of the railroads and 
highways, which executives of the 
former believe will accelerate the 
already rapid recovery of the giants 
of the rails, will be put into effect 
May 1 in 150 cities in 30 Western 
states. 

While the introductory schedule 
is rather light, in view of the possi- 
bilities opened up by the innova- 
tion, heavy follow-up copy will 
probably be used as the plan gains 
momentum = and _= acceptance. 
Reincke-Ellis-Younggreen & Finn, 
Inc., Chicago, is the agency in 
charge. 

Railway Extension, Inc., will 
handle the operation of the automo- 
biles, in cooperation with the fol- 
lowing railroads: Burlington Lines; 
Chicago & Eastern Illinois; Chicago, 
Milwaukee, St. Paul & Pacific; Chi- 


cago and Northwestern; Chicago, 
St. Paul, Minneapolis & Omaha; 
Great Northern; Illinois Central; 


Northern Pacific; Rock Island Lines; 
Santa Fe System Lines and Union 
Pacific Railroad. 


Pioneers in Charge 


Railway ! Extension, Inc., is 
headed by Edward M. O’Shea and 
R. H. Rogers, of Lincoln, Neb. Both 
are pioneer automobile distributors 
in that state and also experienced 
operators. Main headquarters of 
Railway Extension, Inc., will be in 


Chicago, and branch offices will be | 


maintained in many Western cities. 
It is understood that all three of the 
most popular cars will be made 
available, and that new models will 
be provided yearly. 

Announcement of perfection of 
the new plan, which has been in 
the making since last fall, was made 
by Hugh W. Siddall, chairman of the 
Transcontinental and Western Pas- 
senger Associations. 

‘Railroad ticket agents, not only 
n Western lines, but throughout the 
East and Southeast, will be thor- 


FR b r with your 

first Order 
Jer and Brush FREE with your first order 
SS Artist Rubber Cement. Nationally 
weed, 3 grades: Light, Medium, Heavy. $2.75. 
per gel. postpaid. For Friskets use $ $ Spe- 
ciel Frisket Cement, $3.50 per gal 


> RUBBER CEMENT CO. 


3438 Wo. Halsted St.. CHICAGO, iLL. 


| 

‘oughly informed of this epochal 
idea, so that they can give the pub- 
lic first-class service,” said Mr. Sid- 
idall. “These ticket agents will 
make arrangements for train-auto 
iservice either at terminals or at 
stop-over points when they sell the 
ticket. 

| “Uniformed attendants will be on 
|}hand in all the stations where this 
service will be available. In fact, 
we can definitely say that this new 
accommodation will be as close to 
the public as the familiar red cap 
who meets the traveler at every 


| Station in the land.” 
Chicago, Feb. 8.—An entirely new | 


Many Facts to Plan 


While the ideal plan will be for 
travelers to make their arrange- 
ments for cars when buying tickets, 
the conception of the operation is 
so elastic that every individual taste 
will be met. The tourist may rent 
his car after he reaches a city and 
looks over the situation. While ad- 
vance reservations are desirable, 
Railway Extension, Inc. is prepared 
to expand its facilities to meet any 
reasonable demand. 

The rate schedule for automo- 
biles will be eight cents per mile, 
including gasoline, oil, maintenance 
and insurance. The following mini- 
mum mileages have been estab- 
lished: 

Per hour—10 miles (80c). 

Per 12-hour day—75 miles ($6.00). 

Per 24-hour day—135 miles ($10.80). 

Per week—350 miles ($28.00). 

Per 24-hour day after lst week—50 
miles ($4.00). 

6%c a mile subject to minimum of 
1,000 miles per week ($65.00). 

The rental will be the same 
whether one or five persons occupy 
the car. Where passengers do not 
possess proper identification, a cash 
deposit will be required. The auto- 


insignia to identify them as public 
conveyances and will, in fact, be 
private cars. 

Negotiations are under way be- 
tween Railway Extension, Inc., and 
other Western railroads, and’ it is 
believed that eventually this auto- 
mobile service will be available in 
every town of 10,000 population or 
more throughout the West and 
South. 


How Plan Operates 


the operation of the plan: 

“Mr. A. and Mr. B. have occasion 
to visit a spot located 50 miles from 
a city 500 miles away. Using train- 
auto service, Mr. A. goes out by 
train one night and returns the 
next. His rail fare for the 1,000 
mile round trip is $18 if he uses 
comfortable chair cars; about $30 


| (including lower berth) if he travels | 


in a Pullman. He pays $8 rental 
for the 100-mile automobile trip. 
“Mr. B., on the other hand, drives 
lall the way, spending a day going 
,out, a day there, and a day return- 
jing. Accepting cost figures for pri- 


home office only one business day “Fraterni ° 
and makes the trip at a cost of $30 ty H — 


ae 
,to $42, including meals and inci- | Management Bows 
|dentals, while Mr. B. is away from! Describing itself as a “business 
ithe office three business days and|™agazine for fraternity stewards,” 
his trip costs double the amount of | Fraternity House Management made 
Mr. A’s.” fo A ged pone Phe a en issue. 
, . | wi e published monthly exce 

Mr. Siddall believes” the train-| July and August by the ec 
auto plan will prove similarly at-| Publishing Company, 440 Fourth 
tractive to many vacationists.|}avenue, New York, with A. P. 
Employing fast, air conditioned | Howes, publisher; H. B. Meek, head 
trains for traversing the long, inter- lof the department of hotel admini- 


mobiles to be used will have no! 


Mr. Siddall gave this example of | 


vening distances, they will be able stration, Cornell University, editor; 
to spend practically all of their va-|Ernest J. Finan, managing editor, 
ae ; 2 JPospe -4..q/and James T. Howes, advertising 
;cation at their destinations instead | manager 
of devoting a large part of their) The magazine will be sent free 
|time motoring to and from their|to all fraternity and sorority house 
| objectives. |stewards in the United States and 


_ | Canada. 
Expands Campaign =_—j.t, Sales Changes 

The 1940 national advertising | soon 
campaign of Aluminum Cooking William K. Breeze has been trans- 
Utensil Company, New Kensington ferred from New York to Los An- 
Pa. on “Wear-Ever” utensils is be- geles as manager of the Pacific 
ing expanded to include space in Coast area for Jones and Laughlin 
|general and trade magazines as well | Stee! Corporation. John B. De- 
jas cooperative newspaper material, Wolf, district sales manager at 
idisplays and various kinds of point| Philadelphia, succeeds Mr. Breeze 
of sale material. Fuller & Smith & | 25 district sales manager in New 
Ross, Cleveland, is the agency. York; Herbert B. Sprackman, as- 
sistant district sales manager at 
| Philadelphia, succeeds Mr. DeWolf 
|as district sales manager. 


Cooke Joins Standard ues 
Earle T. Cooke, formerly assistant | . 

account executive and copywriter | Moves N. Y. Office 

with Erwin, Wasey & Co., has been The New York office of Power 

made advertising manager for! Plant Engineering has been moved 

Standard Paper Mfg. Company,/to larger quarters at 909 Graybar 


| 


Richmond, Va. bldg. 


23 
Eight Gas Accounts 
to Pittsburgh Agency 
Ketchum, MacLeod and Grove, 


Inc., Pittsburgh, has been appointed 
to handle the advertising for eight 
gas companies serving customers in 
Western Maryland, Northern West 
Virginia, Eastern Ohio, and West- 
ern Pennsylvania. 

These companies include the 
Manufacturers Light and Heat Com- 
pany, Pittsburgh; Pennsylvania Fuel 
Supply Company; Natural Gas 
Company of West Virginia; Cum- 
berland and Allegheny Gas Com- 
pany; Greensboro Gas Company; 
Manufacturers Gas Company; Fay- 
ette County Gas Company, and 
Gettysburg Gas Company. News- 
| papers, radio and outdoor advertis- 
| ing will be used. 


. 

More “Life” Houses 

Another nationak home building 
program is announced by Life 
magazine in cooperation with lead- 
ing architects, department stores, 
real estate boards and _ builders. 
| Similar to last year’s home-building 
program, it is designed to demon- 
strate technological advances in con- 
struction. The program calls for 
construction of 68 houses. 


Establishes Agency 


Charles Borrelli has organized 
Borrelli Company, Philadelphia 
agency, to specialize in newspaper 
and radio advertising. Offices are 
at 315 Market street. 


ON 


|vate automobile operation, estab- 
| lished by industrial surveys, the 
1,100-mile round trip costs him | 


about $66. 


meals. 


“Thus, Mr. A. from his 


is away 


M-W TOWER DISPLAY 


He also must pay for | 
two nights’ lodging and three days’ | 


included, drop us a line! 


Learn how advertisers from coast to c« 


IS Foug NAME 
THE LIST 


Each month, hundreds of advertisers and agencies re- 


ceive the above report of WGY activities. If you are not 


yast are putting 


their products over in the Great Northeast through the 
use of WGY—the on/y means for complete, one-cost 


coverage of eastern and central New York and western 


finds a preferred spot on crowded coun- 
ter because of so little space required... 
and because it attracts the customer's 
eye from way across the store. Displays 
your packaged product to best advan- 
tage ot point of sale. . . “stacked” as 
cans or cartons could not 
safely be stacked! And 
it helps sell your goods... 
os repeat orders prove! 


New England. 


POWER TO REACH ye = Ww POWER TO SELL ae 


50,000 WATTS - SCHENECTADY 


Phone CAlumet 7200 of Write 


MAGILL-WEINSHEIMER COMPANY 


1320.1334 SOUTH WABASH AVENUE 
CHICAGO, ILLINO'S 
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GREAT AMERICANS AT HOME 


_ Getting Personal | 


NO. 3—CONSTRUCTION KING 


no 7 

a ... AT OFFICE, 

2 SPOTS BLUEPRINT FOR 110-STORY 
i SKYSCRAPER WITH NO ELEVATOR 


OORS ON THIRTY-FOUR TOP 
DORS .. .“RAISES ROOF”... 


ie «++ AT FACTORY 
Bi CORNERSTONE LAYING FORGETS 


HIMSELF . . 
HOMES 


. SAYS AMERICAN 
NOT FACTORIES 


MADE AMERICA GREAT... 


oy .+. AT HOME, ad 

q SPOTS FIRST WREN Of 
ei SEASON ... RUSHES OUT 
a a TO HANG BIRDHOUSE 

HE BUILT HIMSELF... 

SURE, BUSINESS IS VITAL CG dd 

ogee BuT— f Really 
ie 


fp LA 


... and the fun of living is not confined to those who 
can afford custom-built birdhouses! Whether you are 
selling building materials or toilet soap, the market 


that really counts is made up of people with the desire 
and the wherewithal to buy. The American Home 


; inagazine devoted exclusively to editorial ideas | 
er on living... today offers these people more than any 
% other magazine .. . has gained more than a million 
- | and a half new readers since 1982. 
, 


Seems like a profitable market-place in which 
to show and sell vour wares, because: 


Among major magazines, The 
AMERICAN HOME today is FIRST 
in percentage of: 


Among major women's and home- 
service magazines, The AMERICAN 
HOME is FIRST in percentage of : 


total men and women readers per 
reader-family* 

coadertfamilies with executive and 
professional family heads" 

. circulation in Metropolitan Market. 


Starch, 1939 


readerfamilies with incomes over S20 
a week 
. oditerial lines (actual) on homemaking 
homemaker readers per reader-family 
. cirenlation in Metropolitan Saburhs 


At a Mass Rate for Selective Selling! 


THE PRIMARY HOMEMAKER MARKET 


OF AMERICA’S | 
POPULATION is | 
OVER 1,750,000 FAMILIES LIVE BY | 


Ss American Home 


THE MARKET-PLACE FOR IDEAS ON LIVING | 


A. L. Scaife, assistant s.p.m., General Electric Company, is an A-1 
speaker who knows how to make judicious use of gags. When he 
addressed the Sales Executives Club of New York, he remarked that 
principles of good salesmanship could be traced all the way back to 
Adam and Eve. Eve, he said, was the first premium user with the 
famed apple. . . 


Frank Westcott, a. m., Gary Post-Tribune, did not permit Ground 
Hog Day to pass unnoticed. He mailed out printed notices on which 
the animal was pictured, along with the message extending “greetings 
of the early 1940 season” and wishes for “A verry verry happy 
Ground Hog Day.” . . 

Albert D. Lasker, retired head of Lord & Thomas, was in court 
again to repeat the testimony which helped convict former Judge 
Manton of accepting bribes. The occasion was N. Y. State disbar- 
ment proceedings against former American Tobacco Company attor- 
ney Louis S. Levy, already disbarred from Federal courts for his 
part in the $250,000 loan from Lord & Thomas to Manton-controlled 
companies. Mr. Lasker surprised his most intimate friends by appear- 
ing on the witness stand sporting a full beard. . . 

Jim Johnson, a.m., Calvert Distillers Corporation, staged a “‘Cal- 
vert Carnival” as his company’s contribution to the President's Birth- 


MR. BEARDSLEY HELPS CREATE DEMAND 


C. S. Beardsley, vice-president and general sales manager, Miles Laboratories, 
Inc., Elkhart, Ind., manufacturer of Alka-Seltzer, attended the annual banquet of 


the Southern California Retail Drug Association in Los Angeles last week. Left 

to right, Frank G. Clancy, general manager, Dr. Miles California Company; Mr. 

Beardsley: Karl Kreizinger, San Diego, new president of the drug organization and 
A. W. Hotz, retiring president. 


day Ball at the Waldorf-Astoria Jan. 30. Several thousand 
witnessed the entertainment provided by Calvert 


guests 


Sid Roth, All American guard on Cornell’s grid eleven in 1938, 
and now a member of the advertising department of the N. Y. Herald 
Tribune, has revealed plans to wed his campus sweetheart, now a 
practicing lawyer. . . 

M. Lee Marshall, president of Continental Baking Corporation, 
and Henry R. Luce, head of Time, Inc., are serving as division chair- 
men in a drive to raise funds for a new building to house Gotham’s 
Roosevelt Hospital. . . 


George Bijur, the agency head, is hobbling around on crutches 
vith a broken ankle, all because some other skiier at Mont Tremblant. 


Canada, lost control and ran into him. He expects to discard his 
props in a fortnight or so. .. 
Major Lenox Lohr, National Broadcasting Company prexy, 


played host at a luncheon in honor of Egil Sundt, head of the Nor- 
wegian Broadcasting System, who is on the safe side of the Atlantic 
inspecting radio headquarters here preparatory to building new 
tudios in Oslo. . . 


Richard Stanton, executive of Sherman K. Ellis & Co., is a spare 
time newspaper publisher. For the past five years he has managed 
by remote control the weekly Independent, of Sussex, N. J. The 
paper has been in his family for a half century 


Col. Robert R. McCormick, publisher, Chicago Tribune, will be 
the principal speaker at the annual banquet of the Lincoln Club at 
Jackson, Mich., Feb. 15. Jackson is the birthplace of the Republican 
Pare. «. 

W. Frank McClure, executive vice-president of Critchfield & Co., 
is still in demand as a silver-tongued orator who knows advertising 
His latest appearance was before the Advertising & Selling Club of 
Peoria Two Philadelphia advertising men exchanged notes the 
other day and found they were celebrating the same birthday. They 
are Harry A. Batten, president, N. W. Ayer & Son, and Sayre M. Rams- 
dell, vice-president, Philco Radio & Television Corporation in charge 
of advertising 

Stanley Ferger, who sérves both as advertising manager of the 
Cincinnati Enquirer, and president of the Advertisers Club of Cincin- 
nati, was the guest of honor as the club staged its annual President's 
Ball at the Gibson Hotel The redoubtable Sam Vining, of West- 
inghouse, is preaching the gospel of better retail sales training, one 
of his latest appearances being before the Los Angeles Advertising 
CR. s 


Brigadier General A. F. Lorenzen, president of Lorenzen & 
Thompson, Inc., newspaper representatives, has left the wintry winds 
of Chicago for a short vacation in Florida. . . 

Fred R. Cross, advertising mogul of the Alemite Corporation, has 
planted his feet under dining table, two solid 
months on the road 


his own room after 


John C. Flanagan, who draws his pay check from the Chicago 
office of the St. Louis Post-Dispatch, and who grew to the height of 
6’ 2” in spite of the fact that he began to woo Lady Nicotine at an 
early age, has renounced the blandishments of that siren and solemnly 
avows that he will never gaze upon her again. . . 


ek eg 3 


— 


Daughter Is 
Style Adviser 
in Le Gant Copy 


Bridgeport, Conn., Feb. 6. 
newspaper and magazine space t 
heretofore will be employed 
spring by The Warner Brot! 
Company to exhibit the figure form- 

|ing virtues of Le Gant corsets ana 
A’lure brassieres, it was learned +». 
day. 

The augmented campaign st 
this week with 84 newspapers 
the list, carrying 280-line inserti 
jon Le Gant, with the non-rolling 
|feature of the garment given t}. 
|main emphasis. Copy presen 
|“mother and daughter” situations 
| with the usual roles reversed. It 
jat daughter’s suggestion that mot! 
| tries Le Gant and finds it flattering 
to her figure. Using line drawings 
| for illustrations, as in former years, 
|Warner has altered its techniqi 
|slightly by cutting its figures fron 
full to three-quarter length. 

A’lure advertising is scheduled 
for Harper’s Bazaar, Life, R-N, and 
You. A choice of four sizes of bust 
pockets, ranging from that required 
by the small, youthful figure, to or 
which will fill the needs of “heavy y- 
weights,” is the copy concentratio: 
J. C. Bull, New York, handles t)x« 
' account. 


XT 
avi 


| 
| 
| 
| 


‘Three New Accounts 
to Kaufman Agency 


Three new accounts are announced 
by Henry J. Kaufman, Washingtor 
\D. C., and Baltimore, as follow 
|Carry Ice Cream Company, Wash- 
ington, D. C., using store and win- 
dow displays, direct mail and new 


papers; Medical Dental Exchange, 
Baltimore, using newspapers and 
direct mail; Jos. Schloss & Son, 


men’s store, Baltimore, using direct 
mail and newspapers. 

L. Hart Sanguinet, formerly wit! 
Anfenger Agency, St. Louis, 
joined Kaufman as assistant 
duction manager. 


pro- 


‘Dunn to “Junior League” 


John B. Dunn, for 11 years 
member of the sales staff of var 
Hearst publications, has been ap- 
pointed advertising manager of th 
Junior League Magazine, New York 
official publication of the Associa- 
tion of Junior Leagues of Ameri 
He succeeds Lester R. Fountain, re- 
signed 


Four Name Agency 

New accounts to Lanpher & 
Schonfarber, Inc., Providence, R. L., 
are Eastern Coal Company, Hi-Hat 
Food Products, B. A. Ballou & Com- 
pany, manufacturing jewelers, 
of Providence, and Warwick Clu! 
Ginger Ale Company, West Wiar- 
wick, R. I 


First Rule For Salesmen 
And Advertising Too! 


CALL ON. 
THIS MAN 


Smart salesmen to Industry 
know that today the “purcha- 
ing agent” is a major Execu 
tive! That he alone specifie- 
brands on hundreds of indu- 
try’s purchases 
ing specified brands. 

That's why smart adver 
tisers to Industry usin: 
“Purchasing,” the Purchasin: 
Executives’ only nations 
magazine. You should hay: 
full details. Address Conover 
Mast Corp., 205 East 42nd ™ 
New York City; 333 North 
Michigan Ave., Chicago 
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Vitamin Field 
Gone to Dogs, 
Sergeant Opines 


Richmond, Va., Feb. 


7.—Although | 


vitamin capsule merchandising is | 


soaring to new heights in its human 
consumption aspects, 


“gone to the dogs” as far as Polk 


Miller Products Corporation is con- | 


cerned. The well-known maker of 
Sergeant’s dog medicines has finally 
added Vitapets to its line, a vitamin 
pill intended as a supplement to 
the diet of the canine. 


the field has | 


The doggy ABDG capsules are | 
said to be the first of their kind 


ffered to pet lovers, and Sergeant 
as launched them with the elab- 
rate fanfare of a special campaign. 


Magazines scheduled for Vitapets | 
nclude American, Collier’s, Cosmo- | 


politan, Life, Look, Redbook, The 
Saturday Evening Post and Time. 


Dog Writes Letter 


While the schedule calls chiefly 
for six-inch, single column inser- 
tions, Vitapets will be given a filip 
half-page in Life Feb. 19. 
Bearing the headline, “This isn’t 
Valley Forge in 1777!” the adver- 
tisement pictures Rover writing a 
letter to his master 
Sergeant’s vitamin capsules to for- 
tify him against the hardships of 
winter. 


via a 


The human interest theme is fur-| which is unusual because it contains sell- 


hu- | 
effects of the product. | 


thered by 
manize the 
Among the benefits received are “a 
new fur coat,” copy saying that the 
iog’s fur is made richer by the 
presence of vitamins A and G, and 
“a trip to Florida,” symbolic of the 
characteristics of “sunshine” vita- 
min D. As in other 
care is taken to insure perfect re- 
production of the dog model chosen, 
since slight inaccuracies bring on a 
flood of critical. mail from outraged 
dog lovers. N. W. Ayer & Son, Phil- 
adelphia, is in charge of the cam- 
paign. 


illustrations which 


Adopt Stamp Plan 
to Promote Sale 
of Cotton Goods 


Washington, D. C., Feb. 8.—Suc- 
cess of the stamp plan inaugurated 
last year by the Department of Ag- 


appealing for | 


Sergeant copy, | 


PLUGS REVIVED SHOW 


NEW FEATURES 
MARK RETURN OF 


“Cavalcade of America” 


Noted Authors Prepare Stories; Yale Professor As Historical 
Ceonsuttant; Radio Dramas Now On NBC Network 


air, the fameus Cavalcade of Americ 


With its recent rewurn he 


Setovted nec Matians 


Coast: TO-COAST 


TUESDAYS 


, ATi or. m. fu 
am a 
i 4g gp -eorny Tins 
er. he 
ya 


t View 
pend © eet pong dws “Whe 


sours & fan west | 


Magazine advertisement for du Pont 
"Cavalcade of Amer- 
radio program, but none for any 


of the du Pont products. 


ing copy for the 
ica’ 


Beskin Warns 
Against Novices 
in Advertising 


Chicago, Feb. 9.—In using adver- 
tising, a savings, building and loan 
association “can either make a mint 
or lose its shirt,’ according to Ger- 
ald S. Beskin, who talked on “Who 
Pays for Public Relations?” before 
the North-Central Conference of 


| the United States Savings and Loan 


riculture for distribution of surplus | 


commodities has prompted a deci- 
sion to adopt similar means to help 
cotton goods sales, it was announced 
here today. 

Secretary of Agriculture Wallace 
said that a cotton stamp plan will 
get under way shortly in possibly 
ten cities. He did not name the 
cities chosen for the experiment. 

The cotton stamp plan will differ 


League at the Palmer House, Chi- 
cago, Feb. 9. Mr. Beskin is head 
of the Gerald S. Beskin Advertis- 
ing Agency, Inc., Minneapolis. 
“Any schoolboy who has read an 
advertisement or two can write 
one,” continued Mr. Beskin, “but 
merely putting words and pictures 


|on paper is not enough. Evaluation 


jare 


| 


in one particular from that used for | 


foods, which allots blue or free 


stamps to half the value of orange | 


stamps purchased. The cotton stamp 
plan will offer free stamps to equal 
the value of those purchased. 

As in the case of the food stamp 
plan, distribution will be through 
regular trade channels, with the 
Stamps to be redeemed by relief 
agencies and the Department of 
Agriculture. 


Payne Succeeds Padgett 
Jack Padgett, vice president and 
general manager of the Daily Trib- 
une, Austin, Tex., has announced 
Signation to enter other news- 


| tion, 


| Passaic, 


Paper work. J. H. Payne, former 
dusiness manager of the Houston! 
Pre has been named to succeed 


of ideas, evaluation of 
evaluation of timeliness, 
of cost against business potential 
among the more’ important 
background factors which call for 
a high degree of skill and experi- 
ence which in turn regulate effect- 


media, 
evaluation 


iveness of your advertising mes- 
sage.” 
In promoting association work 


cooperatively, Mr. Beskin urged ap- 
plication of such public relations 
tools as good service, careful cus- 
tomer attitude, employe satisfac- 
a sense of the dramatic, ad- 
vertising and publicity. 


Shu-Milk Names Dreher 


Shu-Milk Products 
N. J., has appointed Monroe 
F. Dreher, Newark, to direct pro- 
motion of its white shoe 
and polishes. 


Corporation, 


Kelley in New Post 

William J. Kelley, formerly secre- 
tary of Hawley Advertising Com- 
pany, has joined The Merrill Ander- 
son Company, New York, as copy 
and contact executive. 
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FOR SALES IN 


HE SMALL TOWN MARKET J ppp 


Springtield Considers 
Better Business Bureau 


The Springfield, Mass. Advertis- 


jing Club has offered to cooperate 


with any independent 


| 


| 


| 


committee 


| which may consider renewal of the | 


Better Business Bureau movement 


| following a talk before club mem- | 
| bers and Springfield merchants by 
| Kenneth B. Backman, general man- 


|}ager of the Boston Better 


Business 
Bureau. 

Mr. Backman outlined the func- 
tions of the bureau in his talk 


Injured in Craihe 


Alvin H. Phillips, Jr., advertising 
and sales manager for Alvin H 
Phillips, Inc., chain grocery store 
organization of Springfield, Mass., 
was critically injured in an auto ac- 
cident in Enfield, Conn., Feb. 4. He 
was taken to Johnson Memorial 
Hospital in Stafford Springs, 
Phillips, who is well 
throughout this section, 
of the president and 
the chain stores 


known 
is the son 
organizer of 


“Dallas News” Elects 

E. M 
president of the Dallas News, suc- 
ceeding his father, G. B. Dealey, 
who becomes chairman of the board 


| James M. Moroney was elected vive 


| president 
| 


} 


cleanser 


and 
treasurer 


and secretary 
M. Donosky was made 


(Ted) Dealey has been made 


Myer 


Conn. | 


OFFERS NEW HOPE 


AZING PROFESSIONAL 
MOTHPROOFING MET? METHOD 
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AVAILABLE opm HOME USE SSmaeey 
Mothproof your woolens — . 


jis the 


j}from 11 to 11:15 a. m. 
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Typical copy to be used by Larvex. | 
(Story on Page 17.) 
“Traffic World” Ups 
Subscription Price 
Traffic World, Chicago, will raise 
its subscription price from $10 to 
| $15 with the March 2 issue 


| higher 


The $10 t 
since found 
in 1907 


sons for 


costs were 
the 


ariff has been in effect 
ing of the publication 
Expanded service’ and 
assigned as rea- 
change 


Reynolds Adds 
New Program, 
Babbitt Renews 


New York, Feb. 7.—R. J. Revy- 
nolds Tobacco Company will in- 


crease its extensive list of radio fare 
with a weekly Saturday 
“Luncheon at the Waldorf.” 
ring Ilka Chase, actress, as master 
of ceremonies, the program will be 
made up of interviews of 50 prom- 
inent people who will be invited to 
have luncheon at the Hotel Waldorf- 
Astoria. An orchestra, not yet se- 
lected, will also be heard. The pro- 
gram will be broadcast from 1:30 
to 2 p. m. on a Blue network of 44 
stations of the National Broadcast- 
ing Company. William Esty & Co 
agency. 

B. T. Babbitt, 
“David Harum” 
tions to the NBC 
ing a total of 
Feb. 19. The 


series, 
Star- 


Inc., has renewed 
and added 18 sta- 
Red network, mak- 
40 stations, effective 
aired daily 
Blackett- 
agency. 


program is 


Sample-Hummert is the 


“Forbes” Promotes Burns 


Frank H 
with the 
Forbes 


named 


Burns, who has been 


for many years, has 


a vice-president 


been 


advertising department of 


In the past two year 
boosted their space expenditures 


dollars-and-cents tribute 


mechanics field. 


At the same time, P.I.B. reported that total gross advertising revenue 
of Popular Science Monthly had jumped 34°/,—from $528,068 in 1938 


to $706,461 in 1939. 


These advertisers’ dollars talk plenty of sense. For 
expenditures are combed with super-fine teeth, a publ 
and at a profit 


liver the goods fast- 


Popular Scie nce’ S all- man market passer 


Let your advertising dollars start talking 


Here are the facts 


, eavertiser: 


to the 


n tweive 
in Popular 


most act 


c 
Science 


readership in the 


today 


to merit cuch a@ str \ na 


3 the te 


S? heads up, at 


AND SALES 


ense 


DOLLARS 
TALK 
SENSE 


divergent classiticat 


54%, Qa ¢ 


whe ' 


cation must de 


ons nave 
oncrete 
ence 


space 


increase. 


as bare as they can decently be. 

Classification 1938 1939 Gain y 4 
Auto Accessorie $ 47.07! $ 59,87! $ 12,800 27.2 
Automobiles 15,868 21,406 5.538 34.9 
Drug Supplies 9,613 16,926 },313 16.0 
Elec. Equip-House 14,403 15 284 883 fe) 
Insurance 3,595 5,903 2,308 64.2 
Machinery 41,225 66,698 25,473 61.7 
Musical Instrument 2,832 10,069 7.237 255.5 
Optical & Cameras a 23,268 34,016 10,748 46.) 
Publications, Books, Magazines 29,502 37,064 7,562 25.6 
Radio 11,595 14.875 3,280 28.2 
Schools 74,827 140,579 65,752 87.8 
Sporting Goods & Game 22,719 36,385 13,666 60. 

$296,518 $459,078 $162,560 54.8%, 
Why not let us discuss with you the findings of a nation-wide a” . eine 


survey among Popular Science readers. It has just been completed 
and reveals many interesting facts important to you. 


ULAR SCIENCE MONTHLY 


ESTABLISHED 1872 


The 


news - picture 


CHICAGO— 360 V. Michigan 


LOS ANGELES—Don 


magazine of 


NEW YORK—353 Fourth 


DETROIT— General Motors Bldg. 
SAN FRANCISCO— Pacific Coast, Don Harway & Company, 


4venue 


Science 


Harway & Company, 


and = Industry 


dvenue 


318 W. Ninth Street 


155 Montgomery Street 
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. ARM PAPERS 
Name New Members February Gain FEBRUARY ADVERTISING LINAGE IN F 
° a 
of Audit Bureau f ] 6% R t df P ; pette 
ai toch ai 
New advertiser membe1 ol the |O VO epor e ‘ mercial Display— —Displa —Co al Displa Disy 
. 14 ‘ J 
Audit Bureau of Circulations are | F P C . Line Line ' I 
; f 7 J ges ies Pages s es F Pages la ~ 
American Viscose Company, New by arm apers Menthtles sh anes Oe , ™ Ctah Fe 
York; Jones & Laughlin Steel Cor- 4 . ae appeal 
poration Pitt burgl ; National Bis New York, Feb. 8.—Commercial | Pros Far | Sbindiietem mak ans ra 
‘ ° hs) Bti, ANE ie > ° . ré v armer . . ° 
cuit Company, New York; Hartford |display linage in monthly farm pa- Casetinn:Ve. masies 0. 243 26.1 18,986 891 745 | ow hg cians 
Me r : ; ann ¢ > tchers’ Gee hit 0 ry, 18.98 99 818 -Weeklies (Januar; 
Accident & Indemnity ( ae | be rs totaled 367,241, Publishers’ | ag 4 = ma 1 2 i. ae 7 98% «1.642. «Loge | Pennsylvania Farmer... 3 iS 284 
Hartford, Conn.; Philip Morris |Information Bureau reported today. Win pi Editi 283 20.632 231 16.815 1.372 1.104] Pacific Rural Pr ; ; 
Company, Ltd., Inc., New York: This is an increase of 1.6 per cent} Kentucky-Tenn. Ed $ ©19,864 23.5 17,110 857 682 eget aie : 1 i ’ 
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© oo a“ } It " 1 15.0 1 1 
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, : | *Ohio Farm Bureau Weekly K ansas ty Star 
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man, comic strip hero, on a specia sa Pag pi anamaata wreaks 7 ane ) 0 6964 «21398~—( 
to | Breeder's Gazette... 12.6 5,410 12.8 79 1.849 , | Capper , 
network of 11 stations, beginning Eaton to Ellis ‘Carolina Co-operator. 1 5,180 10.9 4,564 Semi-Weekly Fa N , on sat 
Feb. 12. The new children’s show! Arthur H. Eaton has joined Sher- | *Florida Grower 7 1,980 » 6.056 Friday Edit 4. - 
j 4 *1 ter ‘ruil 14 17 { Tuesida Edit “4 111 é 
will be heard three times weekly.|man K. Ellis & Co., New York, as| *Hetter Fruit 1.557 0 6 Pha bonnscary “poner pe 
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Nation’s Agriculture.. 6 2,519 9 65 *Omaha Daily Journal! , 
| ‘Arkansas Farmer ° % 2,218 0 2,241 Stockman ; l 45.318 18.8 $0,009 5,4 
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Total Group 367,241 61,424 ‘ ’ Stock Reporte \ ( 42,801 
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Pot O’ Gold’ Radio Iroquois Appoints ‘Hayes Made A. M. 
Baldwin & Strachan, Inc., Buf- Richard S. Hayes, with Okonit 


NUMBER ONE 


To those advertisers who realize that 
is as antiquated as Aunt Fanny's outdoor plumbing 
—and that today’s printer MUST have the talent 


to originate as well as the skill to produce —we 
present ourselves—the American Colortype Com- 


many. @ Ours is an organization incorporating every 
needed to design and produce quality selling 
helps—from ideas to inks, 


“tool” 
More than that, 
daylights out of that 


= ours .. 


OUR SERVICES INCLUDE 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 


- of a series - 


within the organization we have 
that happy balance of personnel that can lick the 
“special problem.” 
our job for 45 years. And, we'd like to make YOUR 
. just as we have for a score of 
lappy top American enterprises from East to West. 


COMPLETENESS 


“plain printin™ 


dummies to delivery. 


Its been 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


\\ 
SKILL TO PRODUCE 


Broadcast Under 
Scrutiny of U. S. 


D. C., Feb. 8. 
radio program involving an ele- 
ment of chance, faces the close 
scrutiny of the United States De- 
partment of Justice, according to 
action taken by the Federal Com- 
munications Commission today in 


Washington, Any 


which complaints against the ‘Pot 
0’ Gold” broadcast over the Red 
NBC network were turned over to 


the United States Department of 
Justice Similar action also was 
taken against the Mead Bakery 
program over Texas stations 

The “Pot o’ Gold” program ad- 
vertises Tums for Lewis Howe Com- 
pany, St. Louis, and is handled 
through the Stack-Goble Advertis- 
ing Agency, Inc., Chicago. A tele- 
phone number is selected by spin- 
ning a wheel and if a call to that 
number is answered the family gets 
$1,000. 

The Department of 
determine whether 
tion of the 
broadcasting 
ing lotteries, 
similat 


Justice 
this is a 
prohibition 
information 
gift 
ventures. 


will 
viola- 
against 
concern- 
enterprises and 


Three to Mulberger 
| H. C. Mulberger, 
agency, has been 


Inc., 
appointed to 


handle the advertising of Davidson | 


Mfg. Company, 
Brewers’ Association and the 
consin Brewers’ Association 
two latter associations plan cam- 
paigns in Milwaukee and Wisconsin 
daily and weekly newspapers. The 
Davidson advertising and merchan- 
dising plans have not been disclosed. 


Club Elects Suor 


The Greater Buffalo Advertising 
Club has elected the following of- 
ficers for 1940: Edward J. Suor, 
| president; Elmer C. Pagel, first vice- 


Chicago; Milwaukee 


president; James M. Cotter, second 
vice-president; Clement H. Darby, 
secretary, and Robert E. Whelan, 


treasurer 


Hold Art Show 


Philadelphia art directors are 
holding their ninth annual exhibi- 
tion at the Art Club until Feb. 14. 
Blue ribbons will be awarded to 
the best advertising illustrations. 
lettering, package design, industrial 
design, magazine covers, displays 
ind posters 


|'Head beer and ale. 


Milwaukee | 


Wis- | 
The | 


falo, has been named to handle ad- | Company, Passaic, N. J., since 1925, 
| vertising of Iroquois Beverage Cor-|has been appointed advertising 
| poration, Buffalo, brewer of Indian| manager of Okonite Company and 


| Okonite-Callender Cable Company 


HE SIGNS & 
HIS CHECKS ~ 
"SILAS SIMPSON! 


Silas and our other well-to-do hayseeds wield power: 
ful pens!—in bank clearings on personal checks Fargo 
ranks SECOND nationally for cities of Fargo’s size! 
Obviously, our wholesalers and other suppliers must 
find sales easy —collections simple and swift. 


WDAY is the only NBC affiliate within 190 miles o/ 


Fargo. Doesn’t this prove an attentive audience? 


W DAY, inc. 


N. 7 ie 
Affiliated with the Fargo Forum 


FARGO in 


REPRESENTATIVES N. D. 1000 WATTS NIGHT 


PETERS, INC. 940 KILOCYCLES 
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Fair Studies 
New Basis for 
Saraka Campaign 


Bloomfield, N. J., Feb. 6—Union 
Pharmaceutical Company, which 
recently took over the duties of 
marketing Saraka laxative from 
Schering Corporation, will attempt 
to reap the benefits of the World’s 
Fair promotion accorded the prod- 
uct last year, in a campaign based 
on questions asked at the Saraka 
Fair booth. 

Preceded by copy in Harrisburg, 
Pa. newspapers, bearing a coupon 
redeemable for a trial package, the 
main effort starts about the middle 
of February with space in New 
York, Chicago and Philadelphia 
newspapers plus a schedule in Life, 
McCall’s and This Week. Other 
magazines may be added later. 

The purpose of the new copy is 
to present the answers to the ques- 


tions concerning constipation, found, | 
by records kept at the Fair, to be} 


uppermost in the minds of men and 
women. Typical of the points 
raised by some of the 218,000 peo- 
ple who spoke to the Saraka nurse 
are: “Is constipation due to sitting 
at a desk all day? Are people over 
30 more apt to be constipated? Just 
how does Saraka work?” The ad- 
ntages of the laxative are sum- 
iarized in six points. Sherman K. 
Ellis, New York, is the agency. 


Retail Sales in 
U.S. Up 7% 
Over 1938 


Washington, Feb. 8.—Retail sales 
volume in the United States in 1939 
was about 7 per cent greater than 
that of 1938. The 1939 dollar vol- 
ume was $37,950,000,000. Prices 
being about the same in 1939 as in 
1938 the sales increase indicates 
a comparable advance in quantity 
of goods sold. 

Estimated = sales 


dropped from 


$39,930,000,000 in 1937 to $35,425,- | 


000,000 in 1938 so that the 1939 fig- 
ure represents a recovery of about 


three-fifths of the reduction in dol- | 


lar value from 1937 to 1938. The 
smaller sales of the automotive 
group accounts for about half of 
the $2,000,000,000 difference  be- 


tween sales volume in 1937 and | 


1939. The lower prices prevailing 

1939 are regarded as an impor- 
tant factor in the other half. Quan- 
uties of food and general merchan- 
dise sales in 1937 and 1939 are con- 
sidered about the same. 

From the middle of 1937 to the 
middle of 1938 was a period of de- 
clining sales. From then until the 
niddle of 1939 the trend was re- 


versed 


Stores Name St. Georges 

I. Magnin & Co., San Francisco, 
las appointed St. Georges & Keyes, 
New York, to handle national mag- 
azine advertising of its chain of 
stores on the West coast. 


a 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


ROLES REVERSED 


E GANT: 


a 


“Hello! Corset Deportment? My doughter soys | look 
much better in my new Sto-Up-Top le Gant. It does 
give me a slender woist, and it's so comfortable! Send 
me onother just like it, becouse | wosh my corset often 
I'm glod she sent me to you!’’ 


like off Le Gonts, a Sto-Up Top is “the corset 
that's different” for it hos the comfort of elastic 7 
with the control of cloth ~y 


At Better Shops 
“Ste-Up-Tep”™ and other Le Gents, $5 to $35 
(Alure, the 5-1-1-@-4-¢-h-0-b4-¢ bra, $1.50 to $5) 
Write ter Myerroted beotler Bec ipes for Figure Beowty 


ben cuaaie , Ro eee Brome Co 1 Conn 
ann Cornet tity Co int 


Daughter gives the advice in Le Gant's 
new campaign. (Story on Page 24.) 


‘New Nail Polish 
Bears Name of 
Scarlett O'Hara 


Newark, N. J., Feb. 7.—The not 

unexpected appearance of “Gone 
with the Wind” merchandising tie- 
ups, which have _ followed’ the 
| screening of the southern epic, were 
jenriched this week by the start of 
a campaign on “Scarlett O’Hara’”’ 
nail polishes, the creation of 
|Schnefel Bros. Corporation. 
The campaign started with a half 
|}page in Life and will be followed 
by pages in You. Two colors are 
used, black, and a red approximat- 
ing one of the new shades. In keep- 
ing with the name and temperament 
of the picture’s heroine, the colors 
of the new polishes are described 
by the maker as “dangerous and 
beautiful.” They are suggested for 
wear with the _§ frilly Scarlett 
O'Hara frocks, which have appeared 
in the style pages. 


Kit in Book Form 


Especially prepared for the cur- 
rent promotion are two manicuring 
kits, containing bottles of the new 
shades, which are called Morning, 
Noon and Night, and finger groom- 
ing implements. One kit resembles 
the book, “Gone with the Wind,” 
and costs 95 cents. More elaborate 
is a $3.50 item called the Carpet 
Bag, which actually is a miniature 
of the traveling equipment of yes- 
teryear 

A great variety of window and 
counter display material has been 
prepared, in which photographs of 
scenes of the film are the central 
attraction. Typical is a shot of 
Scarlett herself, framed in a simu- 
lated proscenium arch, with bottles 
of the polish in the foreground. N 
W. Ayer & Son, Philadelphia, han- 
dies the account 


Sales Managers 
Form Albany Club 

With Henry W. Stock, advertising 
manager of the Knickerbocker 
News, as the leading spirit, the Al- 
bany Sales Managers Club has 
been formed 

Sixty business men interested in 
better selling attended the initial 
meeting Gatherings will be held 
tri-weekly 


KOA Has Birthday 


Station KOA, Denver, celebrated 
its 15th anniversary with a pres- 
entation of the “KOA Western Fol- 


lies,” a KOA act, at the Denver 


theate1 


G&W Adapts 
Quize Idea to 
Newspaper Copy 


Detroit, Feb. 8—Seeking to 
capitalize upon the “quiz craze” in 
radio, Gooderham & Worts, Ltd., 


has adapted the idea to newspaper 


copy now appearing for G & W 
whisky in 59 papers in 12 states 
The campaign, to continue through 
June, represents the largest adver- 
tising investment G & W has eve 


|made in these areas. 


Insertions range up to 750 lines, 
each posing five questions two of 


which are on liquor or a related in order to gain the attention of 
subject which permits the adver- the mass market, 
tiser to get in a “commercial.” difficult in order 
Typical brain-teasers from G & W tion of readers. 
copy include “Which is colder, the Co., New York, 
North Pole or the South?,” and “Is 


the Atlantic Ocean ever west of the Zq@nol Names Agency 
Pacific?” Zanol Products Company, Cincin- 
How a selling story is woven into nati, manufacturers of household 
such questions is shown by this necessities, has named Keelor & 
example: “Which is heavier, ice or Stites Company, Cincinnati, adver- 
water?,” with the answer, “Water | tising counsel. 
However, take the two together 
add a jigger of G & W Five Star 
whisky and you have a light, mild, being prepared by Fuller & Smit 
. oar aT? : ’ eins epare y er & 3 i 
— yet authoritative high- & Ross. Cleveland, for Patterson- 
Sargent Company, Cleveland, 
manufacturer of BPS paints 


while others are 
to keep the atten- 

William Esty & 
is the agency 


Plan Paint Drive 


Trade magazine advertising is 


Some questions are made simple 


And you get a 


with 


advantage 
yout advertising in 


Mipwest Farm Papers 


because, farmers pay TWICE the subscription price for 
their Midwest Farm Paper that they pay for the 
average National farm paper—yet there are 


farm subscribers to the Midwest Farm 
Papers in the 8 midwest states, for 
every 


farm subscriber to the average National 
farm paper. 


\% Even using ALL the National farm papers, you could 
not reach as many midwest farms as you do with the 
Midwest Farm Papers alone! 


THE MIDWEST FARM PAPERS 


CHICAGO-6N. Michigan 


NEW YORK - 250 Park Ave. 


DETROIT- New Center Bidg SAN FRANCISCO. Russ Bidé 
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L, =a Trading St Law THIS WEEK ° — e 
Four A's Finds io Supreme Gout Index of Retail Activity in 
| 80 Important Markets 


N | be asked to pass on the Jan. 27 de- | 
Cwspapers $e cision of Circuit Judge Gustave G. 
Based on total retail advertising volume in all newspapers 


|Gehrz declaring’ unconstitutional 
(Copyright, 1940, by Advertising Publications, Inc.) 


; 8 |the Young trading stamp law which 
ee Fewer Premiums | bars trading stamps on articles sold | 
under a price agreement with vat 


manufacturer. 


Y , . . : P é , ilwe cee »par » ; “Ee 7 | a ] } | BB 
New York, Feb. 8—Special in- I'wo Milwaukee department stores | [TT] LE | | [| [ |] | | | | | | | ] | 
wearhieiiaa ‘ which issue stamps started action = a | oe ge age it Trt t—4$-+-4-+— 
ducements such as premiums, insur- | last May against the statute after it eei | | | | | ge j|WEEK BY WEEK VARIATION SHOWN HERE ean 
; s — : a ais a¥icl | « < Ph. ole c + = 7 . } — = } Sea is OE an ooh sa oa 
ance policies and other bargain | pecame effective April 27, 1939. A Bee rTTTl | oe | rr | | rr 9 
- 7. . ‘ “n¢ . . . i , + } + +4 - 4- + —+ - +—+— +— anlivalinalienibedl 
offers to get subscribers and read-|temporary injunction was granted BaeaekE er | TJ Pat ro | | T ean 
ers are being used less by news-jin June restraining District At- tt ¢4-tea +—t+- + -4+—4 | ae an a | | Sea See eae 
papers, according to “Market and|torney Herbert J. Steffes from en- | | | | | | ges | } | { } | | |_| | 4 
Newspaper Statistics,” published by| forcing the act pending a decision rT TTT yy] ry] | l | | rTTTTTTtf 1 eee + 
the newspaper committee, American | in the case. Defendants supporting rrr rq a rT Seeeene t+ a + 
a : : a ee , . — nar > : “@ | | | ; | } | 
Association of Advertising Agencies, the law include a department stor« | } | | | ae | | 
nena which does not issue stamps, the TeTTTritti ss 7 | - | - 
Circulation connected with such] w; : : ) : i; | | |_| | | | | | | | | } 
Wisconsin Retail Jewelers’ Associa- oe BORER EREE GES REEEEEEEGRERE 
inducements to readers or to the|tion, the Milwaukee Retail Furni- | | | | Zoo | | | | 
. ° ~ - - + + + ; ; + - + + + + + + + +- +—+ --? 
public has decreased steadily over|ture Dealers’ Association, the Wis- | | | | im l] | | | | | | | 
the past several years in Sunday|consin Pharmaceutical Association — | | ry ry | | r ry TT | | | 1 | 
newspapers in cities over 100,000}and independent Milwaukee drug- t rt | i - ao t+ q —t 4 
population, while in daily news- | 8!sts. tft }_} rt t —— - rt a | TTT 
papers a drop of nearly 20 per cent | a ee SSS Re ee os + +-4 | | ew | Reta Se 
in such induced Grculation occurred | Breese Associates L_| | | ia 
; eS ae | = oe oe | }_} . 
in the last year surveyed. The : | | g | | 
; : eet ae ws ws | l i | 
study is based on A.B.C. Audit Re- Rene Fello hip L biti. ° mae Some San a i | ete "ws mR ete Cae Talat Ieee” a sar empl 
‘ts rears ende septe » ctensi » investigation of ee . 4 ae pnt I mp 
ports for years ended September | ,, Extension of the investigation of | JANUARY FEBRUARY MARCH APRIL MAY  =$ JUNE © JULY = AUGUST ~—-SEPTEMBER OCTOBER NOVEMBER DECEMBER agen 
and December. 1938. ; arch ¢ direct mail to physicians has been slide- 
and December, 1938, and March and , | - Box | 
made possible by the renewal by | " ' — J Box | 
June, 1939. a? % Gain % Gain 
Murray Breese Associates, Inc., 5 Week 5. Week 5-Weel Saas see Space 
+ . . . aia . . are es . po . v- \ o sO , 40se r rade 
Percentages Go Down New York, of its fellowship in mar cashed ents Period 1940 1940 Week Week ‘% Gain Make 
keting at the school of business of Ended ended I’nded over over ended Ended 0 work 
Only 2.7 per cent of total net paid | the University of Chicago. City Feb. 5, 1938 Feb. 4,1939 Feb. 3, 1940 1938 1939 Feb. 4,1939 Feb. 3,1940 Loss cow 
circulation of Sunday newspapers ; beeen « aay | — ~ Pgen — ‘Akron, O spy 1,104,032 813,691 757,674 31.4 6.9 161,609 152,695 —5.5 ono" 
: OWS ; 2 past year covers | Albany, N. Y 597,269 319,33 12 8 ; 5,203 117,96$ 
was connected with such induce- y At aeaed Wak pevernl hundees caeeas ms seas ‘ 4363 148 ahi 477 603 oF 37 ee kas “sa $32 100 still 
x ats ‘ ‘ < é oona, t P ’ obe O68 44,006 - -o.é 6,00 ‘ ~o0n + Le | . 
ments during the last year surveyed, physicians in the Chicago area. The NAtlanta, Ga 1.305.514 1,411,746 1,164,093 10.8 17.6 340,326 286,244 s GOFI 
compared with 4.3 per cent five results of this study appear in the Baltimore, Md 1,798,210 1,663,821 1,762,440 2.0 + 5.9 $25,609 351,706 { : 
years before, a drop of 37 per cent.| January issue of the Journal of | Birmingham, Ala 1,024,926 1,038,884 1,063,692 + 3.8 +2.4 234,108 237,52 
Only 6.5 per cent of daily news-| Business. The survey now will be | *Bosten, Mass 1,779,804 1,804,824 1,7 0.9 2.8 $41,580 351,276 r 6.8 
: = . 7. . | Bridgeport, Conn $24,264 S14,884 1.4 + 6.1 145,684 176,176 20.9 With 
paper circulation was connected |extended to doctors living in towns | Buffalo N.Y... 1,406,342 1,143,170 1,112,27! 0.9 7 199,752 121390 10.8 radi 
with inducements during the last | Of 25,000 or less. | Camden, N. J, 108,007 306,406 * 8.3 9.1 62,123 94,437 2.( sens 
year surveyed, compared with 7.9| “3 Cedar Rapid la S59, 198 $77,678 2.4 2.6 74,508 81,438 | 
. | °. ‘ a . ~- _- 
per cent one year previous and 7.8 Westinghouse Opens (Charleston W Va SN\Y. 764 850,493 11.2 .S lt O74 167,07¢ é Box 
Yr re lon waare oo ° ° * ““hicago, Iil 2,542,400 2,310,125 2,3 11.4 2.5 $50,992 $58,723 7 
per cent five years before. Mobilaire Campaign Cincinnati, O 1,326,022 1,308,556 1 2.0 271,110 269,696 
These percentages do not include q : f ti t ti Fel Cleveland, O , 1.762.282 1.479.419 l 77.79 10 6.6 284,371 999 5293 ‘ on 
7 n4i _ en 7 ‘ — series Ee ys Startl ul ec cae oe eo nalen ls . , . ne - . sheds = 
circulation connected with a few 2 a a pene a cn” Ueatinetiasane Columbus, © 1,097,698 1,105,745 1,113,551 4+ 1.4 0.7 210,097 215,209 2.4 
types of reader and subscriber in- “" be te rer Wy the camp: i for | Dallas, Tex 1,882,300 1,820,128 1,655,150 12.1 9.1 371,936 351,096 6 
ducements, the effect of which can- | S4,C5 Organize gg Bons weatin _» _,,| Davenport, Ia. ..... 745,220 702,408 731,878 1.8 4.2 135,296 150,528 
: . introducing the new Westinghouse] payton, 0. ........... 1150470 1.076.992 1.102.648 42 °'4 209 888 £93'090 163 
not be estimated with reasonable|\opilaire air conditioning unit.| Denver, Colo. ||... 785,055 "$12,837 "755,416 3s 7.1 158. 143,099 —9.7 sale 
ent wae special inducements | Fight advertisements will be placed | pes Moines, la. ....... 580,414 6S,407 554,644 1.4 2.4 127,419 —10.1 A 
to publishers’ employes, dealers or|in Time and two in Fortune. ; Detroit, Mich. ....... 1,689,899 1,629,709 1,668,300 1.3 2.4 330,974 +6.0 he 
other sellers or distributors. A contest is being held, offering | Il Paso, Tex. ...... 2 WOT 595 848.120 SS8286 2.1 14.7 185,822 —3.0 hand! 
The amount of circulation con-| prizes for the best names submitted oh lhe iasnereesees 730 see 738,788 710,402 2.7 ‘ 3 53,874 - 3.6 - 
. : . > ilnire Ic , > ra tiver, Mass. ... 267,433 269,639 282. 60 qj 4 g 56,272 on 5 | i 
nected with inducements is calcu- a ee Vg ons aa 31 7 r self | 
1 ’ : N ss Veli Ss a Serre 661,990 723 702,954 + 6.2 -2.9 31,6! —Z. at 
lated by the Four A’s from infor- & Smith peOss, ove ae pigs - is _ ne + ant a6” pt 2 oe 8 , 
ara » me al adver 4 0% -| Fort Wayne, Ind. ..... S67, 888 8 407,837 ~ 48 +71 187,446 23 
. , . .,| pared the national advertising cam onmnea 
mation contained in A.B.C. Audit paign as well as supporting dis- Gary, Ind. ......... 474.486 126.32 489931 1a 98 14.9 77.725 +17 
Reports, Sections 13-e, 15, 16, 17,| plays, literature, direct mail and | G™@"¢ Rapids, Mich. 727,010 753, 770,980 + 6.0 + 2.3 145,068 151,144 +4.2 
i plays, npn salty . : Greenville, S. C . 500,886 D 692,515 + 18.3 + 15.3 131,314 156,864 +19. i) 
18, 19 and 28. dealer promotions. a a 
Houston, Tex ; 1,274,706 1,35 1,547,672 + 21.4 + 14.0 319,102 343,462 +7. 
Indianapolis, Ind. .. : 1,405,864 1,2 1,395,114 O.8 + 9.8 265,258 268,534 +1.2 to 
Jacksonville, Fla. ..... 695,296 7 750,862 8.0 1.1 161,476 166,404 + 3.1 
Jersey City, N. J. ..... 168,100 1 162,902 3.1 +15.4 30,794 30,276 1.7 R 
Kansas City, Kan ee 244,671 2% 251,174 + 2.7 +8.2 44,716 51,191 ~14 ad 
Knoxville, Tenn. ...... 869,918 8: 831.656 —4.4 —0.8 . 222,644 ~ 461,000 —8S7.; D, 
Little Rock, Ark. .... 784,196 7 731,304 6.8 1.7 154,896 161,098 + 4.4 arr 
Los Angeles, Cal. ..... 2,074,356 2,18 2,225,256 + 7.3 +1.5 418,153 432,726 ne | 
Louisville, Ky. . 1,235,185 1,14 1,071,072 13.3 6.6 224,353 222,909 droat 
Lynn, Mass. ... 717,038 684,§ 687,988 4.1 + 0.4 126,000 142,604 1 fte 
Manchester, N. H $21,254 ~ $12,832 ~ $22,344 0.3 + 3.0 68,840 75,010 will) 
Memphis, Tenn. . 956,270 897,652 1,339,240 - 40.0 + 49.2 191,856 197,162 2.8 - Ml | 
"Milwaukee, Wis 1,375,108 1,247,907 1,303,196 5.2 + 4.4 258,838 299,093 ~16.t held 
“Minneapolis, Minn 1,244,949 1,244,321 1,133,529 9.0 8.9 238,536 222,877 --6.1 ausp! 
Moline-Rock Island . 703,248 655,088 623,224 11.4 4.9 146,832 146,524 6.2 unde 
Nassau County, L.1., N.Y. 163,769 177,606 163,314 0.3 —O,3 38,146 33,423 12.4 ture 
New Bedford, Mass 295,694 269.668 292,152 1.2 8.3 57,890 69,650 + 2 ae 
New Haven, Conn 789,488 802,438 $65,578 ~ 9.6 7.9 163,282 183,904 +12. ne, 
New Orleans, La 1,583,967 1,678,239 1,755,189 10.8 ~ 4.6 349,183 341,695 2.2 leadi 
New York, N.Y. ..... 1,453,842 5,104,326 4,855,751 11.0 4.9 992,363 917,747 —s ire ¢ 
Brooklyn, N. Y. $42,445 410,483 $22,486 27.1 21.4 70,718 54,820 Q * 
| Norfolk, Va 778,652 812,518 811,132 + 4.2 0.2 155,722 162,890 +4 , , 
| Oakland, Cal 628,279 630,883 712,469 +13.4 12.9 119,005 147,159 - 23.3 lead 
7 ‘kKlahoma City, Okla YS2,.870 936,824 622.762 36.6 33.5 187,250 127,890 31.7 numt 
| Omaha, Neb 475,742 178,521 482,280 +14 + 0.8 99,789 123,554 60.0 umit 
Peoria, Ill 893,759 877.279 894,069 L119 140,378 ~ 164,084 + 16.9 the } 
Philadelphia, Pa 2 376.726 2.408.909 2 566.044 ~S£.0 + 6.5 473,043 520,142 10.4 a . 
Phoenix, Ariz 716,254 653,156 712,040 0.6 ~ 9.0 150.234 147,826 Lf 1h 
Pittsburgh, Pa 1,881,782 1,685,292 1.705.774 4 +1.2 353,150 359,800 
Portland, Ore 862.736 1,047,592 865.008 + 0.3 17.4 206,920 189,602 8.4 type 
Reading, Pa. . SOU 29S $17,113 815,180 + 0.7 0.2 160,118 168,574 las 
Richmond, Va 1,013,614 1,024,072 928 522 & 4 “8 211,022 172,872 
Rochester, N. \ 1,276,047 1,259,544 1,290, 70% +11 + 2.5, 239,473 252,607 5! 
Rockford, 11] 617,344 598,710 686,308 11.2 ~ 14.6 121,968 146,734 2 
Sacramento, Cal Holooe 692.762 641.508 1 7.4 23.312 117,642 4.¢ 
San Antonio, Tex »33.672 581.501 _ 625.894 1. 37.3 + 7.6 109,899 131,536 : 
“San Diego, Cal 1,158,122 1,146,572 849,156 26.7 25.9 211,484 151,270 
"Th : h F h Seattle, Wash 748.468 902,072 1,016,946 L354 49.7 172.018 187.698 
. Sk h tend. Ind 650.808 2 90 9° a9 9° " 2 aR" 2° 
ats why were puftti oY ter 183.20¢ 134.52 13.2 10.1 83.985 86.35 
, y pu ng e Spokane Wash 676.130 647,822 »45 R68 11.% &.0 159,348 151,004 ° 
“a . . ' ' . ' : ; - 
4 Newark Evening News right on top of our 'A' list—we've |S! lous Mo 1,473,580 1,437,225 1,422,120 os 284,270 292,795 
st ‘au Minn Lage} S84,503 935.095 9.3 1.6.9 162.181 204,513 
. . . . . we P 240 Wté = - -* aoc - ‘ -<¢ ee ant "990 
been missing the ||th greatest retail buying area in the|\S*rur S > $49,918 18,607 155,929 +589 +47. 75,999 111,772 
“acoma ash 96,308 OS 526 142.416 +9. 6.7 107,128 100,814 
ip uy) rH 4 ' ° ° Ts np - ‘ i.) 4 2 »*s “° 7 a > 3 1 + | > its on | "* 
baer United States, simply because we've tried to cover it from pie An 24,202 4.402 __ 687,176 31.1 17.6 162,148 155,821 
oronto, Ont... Car 1.627.762 1,543,303 1,432.00 12.0 7.2 314,752 296,582 8 ‘ 
the ‘side door' asl Troy, N. ¥ O84. 084 300.678 306,768 7.8 2.0 60,550 56.182 , 
Tulsa, Okla S14,6%> 764,162 736,344 10.2 3.7 156,744 147,280 
. . Washington, D. C 2,863,638 3,138,2¢ 2.8! 7 ~ 0.9 7.9 + ; { 
The Newark News is the only paper that delivers the dom-| ).UR‘o™ P > ras 831 erty tt 701 407 bis) 4143 139.744 158184 
. . . . — —- : - 
inant coverage and buying power influence that you need in Total . era $1,334,059 79,207,999 79,366,125 24 + 0.2 16,011,833 16,154,655 Colt 
“it 4 Akron Times-Press discontinued Aug, 28 “7938, 13. Minneapelis Star and Journal merged Aue r) 
the Newark market—and at a milline rate low enough to 5 Games OF Sade Gecatteae eee caniead een Senne ) 
x . . . 3 Buffalo Times discontinued Aug. 1, 1939. 
compare with any metropolitan newspaper in the country, | 9 { Ghicaso Herald & Ineaminor iecechtinwcd Awe. 28 1839 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938 Dee: 
a ‘ . ~ § Spokane Press discontinued March 18, 1939. 
, cwn | ur nN rh CWS 9 St. Paul Daily News discontinued April 30, 1938 
Fi i ee v >" i ay 10 San Diego Sun suspended publication Nov. 25, 1939 No paper published on Jan. Ist 
i 11 Atlanta Georgian and Sunday American ceased publication Dec. 17, 1939. 
‘‘ Always Reaches Home’ 2 Linage of Syracuse Journal, now combined with Herald, eliminated from 1938 and 1939 totals. 
Ti 
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Pollock in New Home 

Julian G. Pollock Company, 
Philadelphia agency, has moved its 
— offices to 1717 Sansom street. 
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ADVERTISING AGE 


Cdveutisi 
Market 


The rates for this department are as follows: 


“Help Wanted,” 
mepresentatives Available,” 30 cents 
cash with orde 


$4.75 per inch. 


“Positions Wanted,” 


All other classifications (single insertion rates): 


“Representatives Wanted,” 


and 
a line, minimum charge $1. 


Terms 
% in., $2.75; 1 to 3 in., 


POSITIONS WANTED 
Copywriter plus Ideas 
promises nothing and guarantees less. 
if you like my style, you're my man. 
Here’s your opportunity. Only pro- 
greeny answer, all others desist. 

services available March list 
Bo x _2035 , ADV ERTISING AGE, _ N. me 


gIRTHRIGHTS FOR SALE — Brain- 
hildren born of the happy w edloc k of 
ommon sense and a productive imag- 

ition. Will sell rights to future 
ort meny in exchange for broader op- 

rtunity. Copywriter, young, now 
em np yloyed, three years training in 
agency, radio, commercial movies and 


slide-films. 
ADVERTISING AGE, Chgo. 


Box 2037, 
Space saiesman adv. mgr. 10 yrs. on 
rade jnls. Chgo, local & metro, dailies. 


Make layouts, write news, hard 
worker, producer. Refs. Comm. ready 
now. - r 

Mr. Addison, 162 E. Pearson St., Chgo. 


PHOTOG, 473 48 years exp. in comm. 


still and motion. Own equip. & car. 
Go anywhere. Open for prop. DAN 
GOF F, *, Phone Hemlock 3757, Chicago. 


IDEA MAN 
COLLABORATOR 
SHORT STORY WRITER 
With recent Hollywood experience in 


Radio, Fiction, Films. Possesses keen 
sense oO the dramatic. Expert on 
city. Familiar with agency 
itine. Available part time. Address 
Box 2038, ADVERTISING AGE, Chgo. 
_ HELP WANTED — 
7 SPACE SALESMAN 


Advertising Book Match Manufacturer 
business nationally offers op- 
ort inity to sell Space Distribution 
yntracts to national and local adver- 


tisers Good repeat profits. Outright 
sale of Advertising Book Matches, 
specially created to customer's re- 
juirements, also offer excellent profit 
ypportunity. No objection to your 
handling as a side line. Liberal com- | 
ssion. Write for details without 
igation. Please tell us about your- 
<elf in confidence. 
Box 2036, ADVERTISING AGE, Chgo. 


HELP WANTED 


DISTRIBUTORS—SALESMEN., To sell 
May-Art Rubber Cement to advertis- 
ing firms and artists. A high quality 
rubber cement selling to the trade at 
2.35 per gallon. Less in larger lots. 
May Chemical Works, $02 Larrabee 
St., Chicago, Ill. 


LAYOUT MAN 
Nationally known Detroit Art 
Studio has immediate opening 
for man capable of maintain- 
ing their high layout stand- 
ards. Send samples with letter 
stating experience and salary. 


It will be treated confiden- 
tially. 

Gray Garfield Lange, Inc., 415 
Brainard Street, Detroit, 


Michigan. 


“MISCELLANEOUS 


HOUSE MAGAZINE EDITORS. List 
your publication free in new 1940 
House Magazine Directory. Send for 


questionnatre, 
500 Sherman St., 


Business 
CL chic ago. 


PUBLIC NOTICE 


WHY PAY ENGRAVING COSTS? 
Use our modern process for repro- 
duction of your Advertising Material, 


Journalist, 


Bulletins, Sales Letters, Charts, 
House Organs, Folders, etc., etc. 
teproduces everything and any- 


thing including pictures 
plates or typesetting. 
Short runs without penalty 
500 COPIES (8%x11") $2.63 
Additional 100 copies only 22c 
Any size available. Larger quantities 
at lesser rates. Request free Samples 
and informative Manual. 
Laurel Process, 480 Canal St., N. Y. ¢ 


without 


Colleges Meet 
to Discuss Own 
Radio Network 


rovidence, Feb. 8.—Plans for 
he formation of an intercollegiate 
broadcasting system, patterned 
ifter existing national networks, 
will be discussed at a meeting to be 
held here Feb. 17 and 18 under the | 
auspices of the Brown Network, 
undergraduate broadcasting ven- | 
ture of Brown University. 
Representatives from 
leading colleges and_ universities 
are expected to gather to consider 
the proposal by George Abraham, 
head of the Brown Network. A 
number of New England radio 
uminaries are scheduled to address 
the meeting. 

he projected intercollegiate net- 
would link together ayer, 

types of college broadcasting sta- 
to permit the relaying of pro- | 
gra from one campus to another 
would be sold to advertisers 

the cost of a cooperative, 

rofit hookup managed en- 
by undergraduates of the | 
es involved. lH 
Brown Network, which con- 
five miles of wire which 
regular receiving sets. in 

1f the university’s 1,400 stu- 


| 


numerous | 


lents, has been on the air for three | 

It began selling time to ad- | 

ertisers a year ago, as reported in | 
TISING AGE, Feb. 20, 1939. 


Colton Adds Norris 


ght W. Norris, formerly sales 
er of WBZA, has joined the| 
office of Wendell P. Colton 


ny as account executive 


NEW YORK, NW. Y. 


entitled 


NIAA Issues Folder 
on Taking Photographs 


A four-page, illustrated folder 
“Photographs, Their Uses 
in Industrial Advertising, and Di- 
rections for Taking Them,” pub- 
lished by the Mason-Dixon Indus- 
trial Advertisers, Gettysburg, Pa., 
chapter of the National 
Advertisers Association, is being 
distributed from NIAA headquar- 
ters, 100 E. Ohio street, Chicago, at 


|25 cents a copy. 


Printing of the folder was done | 
by the Craft Press, Fayetteville, 
Pa., and the engravings were done 
by the Telegraph Press, Harrisburg, | 
Pa 


Announce 1940 Drive 


Arlington Mills, Lawrence, 
manufacturers of worsted 
and fabrics, 
release during 
consumer 
Byron G. 


Mass., 


1940 a schedule of 
advertising through the 
Moon Company. National 


and class magazines and newspaper 
| 
| space 


in two Eastern dailies will | 


| be used. 


Joins Hollingshead 


T. J. Baral, Jr., has joined R. M. 
Hollingshe: id Corpor: tion, Camden, 
N. J., as promotion manager. 
He was formerly advertising man- 
ager of Roberts & Manders Stove 
Company, Hatboro, Pa 


sales 


Industrial | 


yarns | 
announces that it will} 


Simmons Gives 
Retail Salesmen 
‘Shot in Arm’ 


Hubbell Tells of Push 
Added to Pull of Ad- 
vertising 


New York, Feb. 6.—The story of 
how the Simmons Company over- 
came a trend toward lower priced 
merchandise and turned a _first- 
quarter decline of 13 per cent in 
Beautyrest mattress sales into a 45 
per cent increase for 1939 was un- 
folded here today by Jack Hubbell, 
advertising manager of the com- 
| pany. 
| Speaking before the Sales Execu- 
,tives Club, Mr. Hubbell told how 
the 1939 Beautyrest consumer ad- 
_vertising campaign was merchan- 
|dised to 20,000 furniture and depart- 
/ment store salesmen to persuade 
‘them to push Beautyrest mattresses 
instead of lower priced products. 

Mr. Hubbell explained that dur- 
ing the first quarter of 1939, Sim- 
mons sales as a whole were up 15 
per cent, but Beautyrest volume was 
|running 13 per cent behind the pre- 
vious year. Since advertising can- 
not sell mattresses but only open 
ithe door for sales which must be 
pushed to completion by retail sales- 
men, emphasis was placed on the 
men ultimately responsible for sales 


Starting the Drive 


A list of home addresses of 20,- 
|000 salesmen was drawn up with 
| the assistance of Simmons salesmen. 
As soon as the new Beautyrest was 
| marketed in the spring, telegrams 
signed by Grant Simmons, presi- 
dent, were sent to the list inform- 
ing them of the new and improved 
product. 


_| The next step was to have mes- 


senger boys deliver to the entire list 
special marked copies of the issue 
of Life which contained the opening 
| blast in the consumer campaign. 
|Next came a report from the United 
| States Testing Company, which de- 
scribed results of a mattress test 
| which enabled Simmons to raise its 
| guarantee on Beautyrest from five 
to ten years. 

Next came a stunt mailing to 
|dramatize the advantages of Beauty- 
rest mattresses, consisting of a tin 
can containing a mattress. coil 
which popped out when a string 
was pulled. There followed a sales 
»|story by Don Herold which pointed 


of The Saturday Evening Post con- 
taining a Beautyrest spread. Mean- 
while, business paper copy chal- 
lenged the trade to match Simmons’ 
efforts to put across the new mat- 
tress, using the slogan ‘‘We tell ‘em 
you sell ’em.” 

Mr. Hubbell said that Beautyrest 
sales soared 79 per cent in April, 
the first month of the campaign, 
and continued on a high plane for 
the rest of the year. “Results,” he 
said, “show what a well-conceived 
‘shot-in-the-arm’ can do.” 

Drawing a moral from the experi- 
ence, Mr. Hubbell declared that for 
products which require salesman- 
ship at the point of purchase, too 
many advertisers are content to rest 
their chance of sales success on the 
pulling power of advertising alone 
without seeking the best possible 
cooperation to cash in on the adver- 
tising copy. 

Such advertisers, he said, are like 
the Scotchman who insisted on buy- 
ing a single spur. He finally talked 
a store clerk into selling him one 
instead of the usual two, at a price 
slightly lower than for a pair. The 
Scotchman explained that he fig- 
ured that if he spurred one side of 
his horse, the other would have to 
come along 


S. O. Sponsors 
Sports Broadcast 


by Short Wave 


casting Company. 


out that store clerks often discour- | 


|age a customer who has been pre- 
sold by advertising on a branded 
| product, instead of “trading up” the 
purchaser into a higher quality 
price range. 

The final step in the concentrated 
| effort aimed at the 20,000 store 
salesmen was to show them a 20- 
| mi chnicolor film specially 
|made for the occasion. Lowell 
Thomas was the commentator. 


| Dealers Also Cultivated 


A smaller group consisting of 4,- 
000 preferred accounts 
ceived personal wires, followed by 
a brochure resembling Life which 
showed results of the product tests. 
These good customers were also 
|sent a personalized copy of the issue 


also re- 


New York, Feb. 9 
tk anaes of New Jersey established 
a radio “first” here tonight by spon- 
soring the first commercial short 
wave broadcast of a sports event, a 
blow-by-blow account in Spanish 
of the Louis-Godoy heavyweight 
championship fight which was heard 
throughout Latin America. 

The broadcast was aired through 
Stations WRCA and WNBI, short 
wave outlets of the National Broad- 
The domestic 
broadcast was sponsored by Adam |} 
Hat Stores over an NBC Blue net-| 
work of 60 stations. The first spon- 


Standard Oil 


sor of international radio was 
United Fruit Company, which inau- 
gurated a daily 15-minute news 


program directed to South America 
Nov. 15. 


Levies Chain Tax on 
Texas Gas Stations 

The graduated 
which became 
1936, must be paid for service sta- 
tions owned by or associated with | 
an oil company, District Judge Cecil | 
Collins has ruled. 

Judge Collins entered judgment | 
against Standard Oil Company of | 
Texas for $2,288, tax due on 20 sta- | 
tions for the period since 1936. The 
company has filed notice of appeal. 


Foreman Radio Rep 


Edwin G. Foreman, Jr., has 
ganized The Foreman Company, 
dio representative, with headquar- 
ters in the Wrigley building, 
Chicago. For the past six years Mr. 
Foreman has been manager of the 
Chicago studios of RCA _ Victor 
Company. 


state chain 
effective in 


tax, | 
Texas in 


or- 
ra- 


Ogilvie Sisters to Mears 

Ogilvie Sisters, New York, 
appointed Mears® Advertising, Inc., 
New York, for its line of hair and 
scalp preparations. The 1940 sched- 
ule covers women’s publications, 
class magazines, key city ne — 
pers and spot radio. 


has 
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. 
Traces History 
of Guarantees 
’ ' 
of ‘Good House 
(Continued from Page 1) 
Food Act of 1906, was lured from 
government service to join Good 
Housekeeping in 1912. 
By this time, testing of foods, 
drugs and cosmetics had _ been 


added, and Dr. Wiley was given a 
“blank check” to reject all advertis- 
ing of such products which did not 
meet his standards. 

Large Sum Sacrificed 

The result in the first year after 
Dr. Wiley joined the magazine was 
that $196,000 out of $240,000 busi- 
ness done the previous year was 
lost, according to the witness. Mr. 
Waldo testified that after establish- 
ing the testing service and hiring 
the tirst technicians, he stepped out 
of the testing picture in 1907 
although still active in management 
of the magazine. 

On cross examination, Mr. Fort 
brought out some examples of what 
the witness called “bad advertising” 
which appeared in Good House- 
keeping in the years between the 
beginning of the Institute in 1905 
and Dr. Wiley’s advent in 1912. Mr. 
Waldo testified that these were the 
result of his own errors of judg- 
ment. 

When hearings will be resumed is 
not known, but Mr. Fort declared 
that it will be “at least two or three 
weeks.” Another trial examiner 
may have to be appointed if Mr. 
Diggs’ condition does not improve. 
His pinch-hitter today was John J. 
Keenan. 


Dubble Bubble to Ayer 

The Frank H. Fleer Corporation, 
Philadelphia, chewing gum manu- 
facturer, has appointed N. W. Ayer 
& Son. Radio will be used. 


Winter Leaves Pepper 


Norman Winter has resigned from 
J. W. Pepper, Inc., New York 
agency, where he has been vice- 
president in charge of radio. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


AN 


MEN'S SHOES 


cCoerrt of cet .e8 seores roe 


COMPLETE sarieract *-so."” 
COmroe’ TURE APPtsss@ece OPO 
- oe wOFEY bace 

9 conmvernent cursen sronss 


Shoe 


Day and Night Service « 


ee 


no) Make Your 
*, Advertising 
‘| Command... 


today, advertising must stand out— MUST DOMINATE. 
This advertise- 
ment for Cutler 


Company 


was produced 
by Faithorn. 


attention 


To win in the keen advertising competition of 


Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 


504 SOUTH SHERMAN STREET - CHICAGO 


ett 


PRINTING 


FAITHORN CORPORATION . phone Wabash 7820 
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February 12, 1949 


Revision of 
Standard Brands’ 
Policies Seen 


Inventory of Methods 
Follows Election of New 
Director 


New York, Feb. 8. 
advertising and merchandising im- 
plications predicted in food 
circles here this week as the result 
of the comprehensive management 
“inventory” undertaken recently by 
Standard Brands, Inc. The analy- 
sis of company operations was said 
to have been instigated at the be- 
hest of Walter G. Dunnington, well 
known New York attorney who be- 
came a member of the Standard 
Brands board of directors last No- 
vember, 
substantial stockholders in the cor- 
poration 

Although no comment has been 
forthcoming from Standard Brands 
as to what moves will be made in 
the direction of increased merchan- 
aising efficiency, well - informed 


Far-reaching 


were 


|move in this direction 


with the approval of other | 


sources expressed the belief this 
week that the “pepping up” process 
will probably resolve itself into 
three phases: 

1. Development of new products. 

2. Fuller utilization of Standard 
Brands’ wagon distribution system. 

3. Experimentation with frosted 
foods. 

The newest Standard Brands} 
product, Fortivan, which was placed | 
on the market a few months 
and which is currently receiving 
vigorous advertising support, is 
said to be the forerunner of other 
products still in the experimental | 
stage It is believed that vitamin | 
products will receive considerable | 
emphasis in the expansion program. | 

Would Expand Lines 

With its 7,000 delivery wagons 
calling regularly on the retail trade, 
Standard Brands officials are study- | 
ing the possibility of adding to the 
wares carried by salesmen. One 
will be the 
inclusion of photographic film as 
part of salesmen’s stock. Provision 
will be made for the pickup of ex- 
posed film which will be placed in 


ago | § 


ADVERTISING AGE 


HEADS AGENCY 


Clyde M. Joice, who has severed his 
long connection with Mitchell-Faust Ad- 
vertising Company, Chicago, to become 


specially designed containers and 
transported to Standard Brands’ sta- 
tions for developing. This plan is 
set for testing in seven or eight 
markets. 

According to the company’s an- 


nual report, net sales for Standard 


president of Goodkind & Morgan, Chi- 
cago. The new style is Goodkind, Joice 
& Morgan. 


Brands in 1939 totaled $108,854,155, 
compared with $108,287,954 for 
1938. Advertising expenditures in 


magazines, radio and farm papers . 
last year were $4,022,811, against A & p Believe 
$4,891,840 in the same media dur-| 


ing 1938. - 
Standard Brands’ chief rival, 

| General Foods Corporation, 4110 Be Weakening 

|}ported net sales of $110,336,024 

for the first nine months of 1999, | 

compared with $101,154,829 for the on rd erage 

comparable period of 1938. Last) 

year’s full sales record has not yet | (Continued from Page 1 

been released. In 1938 General) ; ‘ 

Foods net sales were $135,221,301.|0Utlawing of brokerage deals was 

The company’s advertising expendi- described in food circles as a stray 

tures in magazines, radio and farm |C@st out by the A&P legal depart- 

papers last year were $7,339,172, | ment in an effort to secure a re- 


compared with $6,802,996 in the|hearing of the case, by intimating 
same media during the preceding|the dire effect on manufacturers 
year. | who deal through brokers. Appar- 


The addition of Mr. Dunnington/|ently this move was ineffective ana 
to the board was regarded in finan-| A&P is now pictured as having t 
cial circles as a move in behalf of! find some way to reconcile its an- 


Mr. and Mrs. Jay O’Brien, holders|nouncement with the realities of 
of one of the largest single blocks|merchandising. The chain’s pur- 
of Standard Brands stotk. chasing department is apparently 


unable to carry through the edict of 
its legal advisors. 

It is estimated that about 90 pe 
cent of all processors, canners and 
manufacturers employ brokers 
Thus, in order to carry out the ful! 
|import of the ‘“no-broker”  an- 
nouncement, the chain would be 
|forced to operate its own manufac- 
turing plants and deal through com- 
paratively small companies which 
eschew brokers. 

Food experts estimate that about 


Nudes, Slogan 
Play Return 
for Kayser Gloves 


New York, Feb. 7.—Apparently 
well satisfied with the “sketch pad” 
technique of nude illustrations in- 
troduced in its copy last fall, Julius 
Kayser Company has staged a re- 
turn engagement for the treatment 


An editor heard the rumble of 
DRUMS ALONG THE MOHAWK: 


1 scene from the 


zoth CENTURY FOX PRODUCTION 


“Drums Along the Mohawk” 


"" 
aa 
ate » ~ 
Walter Edmonds, two vears out of 
< ollege, counted seven published short 
stories to his credit. From his belov ed 
canal country in upstate New York he 
wrote to Atlantic editor Ellery Sedgwick 
expressing a desire to obtain employ - 
ment in an editorial capacity. 
“Have you ever considered a novel 
of the Erie Canal?” queried Sedgwick. 
Edmonds hired a room in Boston and 
flew to his typewriter. In nine months 
“Rome Haul” was completed and in 
February 1929 published by The 
Atlantic Press. 
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Today Edmonds stands in the front 
rank of contemporary American writers 
with “Drums Along the Mohawk” a 
best seller, blossoming in technicolor 
on the screen. 

The Atlantic has probably placed 
more new writers on the road to fame 
than any other magazine published. 
This, with its ability to attract the fore- 
most writers of fiction, the leading 
moulders of public opinion, and to pre- 
sent them each month in a balanced 
ration, is the best explanation of The 


Atlantic's vitality today. 
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“Atlantic 


MOST QUOTED PERIODICALIN AMERICA 


Boston, New York, Chicago, Los Angeles, San Francisco 


90 per cent of the volume on na- 
tionally advertised brands is sold t 
buyers other than A&P and the |at- 
ter’s sales are not sufficient to in- 
duce manufacturers to alter their 
present methods of doing business 


in a series of advertisements pre- 
pared around its new “Cross Coun- 
try Collection” of gloves for spring 
and summer. 

The sketches, which tie-in 
the Kayser slogan, “The natural 
|line is the beauty line,” will be seen ein enim, 
in half and full pages in Life and “Job-Rated” Trucks 
Mademoiselle. 

The gloves, which were createa New Dodge Theme 
by Natascha, noted designer in this | Trucks built to do specific jobs 
| field, are known as Kayser’s Lover’s| provide the theme for the 1940 
|'Knot, Honey Suckle, Day Dream | newspaper and magazine advertis- 
and Weekender. Sherman K. Ellis as campaign of the Dodge divisior 
a - atomne ivsier Corporation. 
is the agency. “Job-Rated” trucks are being 
built in six different sizes from one- 
|half to three tons, and powered by 
six separately 


with 


Appoints Feigenbaum 


bp designed engines 
Harry Feigenbaum Advertising|Sixteen gear ratios, 96 standard 
Agency, Philadelphia, has been ap-|chassis and body models in 17 


pointed to direct the advertising of 
Naylee Chemical Company, Phila- 
delphia. 


wheelbase lengths are offered. A 
new 114-ton, cab-over-engine mode 
is being introduced. 


aithful 600,000 Coverage 


The 600,000 folks in the “Peoriarea’’ depend on WMBD to bring them 


strong, listenable quality reception of programs down through each day 


—including many leading Columbia network features. The 


loyal 


WMEBD following is self-evident that they are well satisfied. 


More than 300 progressive Central Illinois retailers depend on WMBD 
for strong coverage of their respective marketing areas. They are get 


ting it—or they wouldn't renew contracts year after year! 


Be sure you include on your National list this capable coverage of the 
Spend- 


ing is naturally freer in this industrial- 


rich, concentrated ‘‘Peoriarea.”’ 


agricultural center of higher-than-aver- 


age incomes and living standards. 


NATIONAL REPRESENTATIVES 
Free and Peters, Inc. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


DAN CUPID HANDS OUT SOME ADVICE FINDS SENSATIONAL APPEAL FOR PROSAIC PRODUCT 


Wy, 


Babies begin ife On | Jextrose Sugar 


He 


( . r § Sage ae ake as & CHOOSE FROM OurR 
‘ -@g 1 aie Bee WIDE ASSORTMENT 
.- _ ae ae bce OF SATIN, CRYSTAL 


it re > F at = VELVET AND NOveEiry Corn Products Refining Company is giving a a, —_ o_o a powerful new angle with this striking illus- 
ey HEART.SHAPED PACKAGES ration and educational copy. 


HAVING FUN CHICAGO HOLDS CONSUMERS' DAY 


Dan Cupid, expert on affairs of the heart, goes into action for United Drug , eee #s oY ne on sui cr, 
Ds Company, Boston, in this Valentine display lithographed in color by Forbes ue. | ak ae ii " ae re < 
aa 6 aaa 

' F é of ‘ 


40 Lithograph Company, Boston. 
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I Grow 

“ Cote Show’ 
‘ Blooms in Your A e 
+4 Own Back Yard! tS) 


VA 


) 
Amazing Liquid Vitamin Q) Makes Plants, Jim Johnson, advertising manager of General view of throng at luncheon which opened the annual event sponsored by 
‘ : alvert Distillers Corporation (right). the Women's Advertising Club of Chicago and Chicago Federated Advertising 
Flowers and Shrubs Shoot Up Like Magic! had the assistance of Graham McNamee Club, Feb. 2. 

in Gitedee tinea ween (on camel's back) and James Montgom- 
ee eee ery Flagg in capturing the ‘Happy 
Camel" at the Calvert Carnival, a fea- 
ture of the President's Ball at the Wal- 
Federal Communications Commissioner dorf-Astoria, New York, Jan. 30. Mr. 
Paul A. Walker (left), sees a relayed Johnson plans to use this big fellow in 
television program in the home of Ches- Et ccseeeet one of his forthcoming Calvert Re- 
ter H. Lang, General Electric advertising serve and Special animal advertisements. 
manager, as Dr. E£. F. Alexanderson Newspaper test copy for Zoom. (Story Decorations for the act consisted of 
radio expert, watches. on Page 19.) caricatured animals whose electric eye 


bulbs blinked constantly 


RAILROAD ADVERTISERS PIT ECONOMY AGAINST COMFORT 


— TValue Mr Comfort [ 


— ays 
ALEXANDER WOOLLCOTT % 
t Te 
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Dean Arthur M. Weimer, School of Business, Indiana University, looks over the 
exhibits with Mercedes Hurst, Commonwealth Edison Company, Chicago. 
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These exclusive advantages make Pullman the 
greatest travel value that your monary can bor: 


. Im saving '3.50 an hour on this night's sicep! 


BE Uy Pull ’ 
raat poms? 10 Wall Helen Vance, agency chief and president 
of the Women's Advertising Club, dis- 
L. to r., Mrs. Donald R. Cowan, Mrs. cusses the situation with Aubyn Chinn 
ile Edward G. Budd Manufacturing Company extols the merits of all-chair trains in magazines, the Pullman Company is Wilbur E. Fribley, president, Chicago Borden Company, General Chairman of 
using newspapers to tell of the “exclusive advantages of its service Housewives’ Leaque, and Evelyn Christian the event. 
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